Advertising Age | 


Entered as se 


ond-class master Jan. 6, 1932, at the post office Chicago, Il., 


under the act of March 3, 1879. 


Copyright, 


1982, by Advertising Publications, Inc. 


April 7, 1952 

Volume 23 - Number 14 

15 Cents a Copy « $3 a Year 
CHICAGO 11 ° Published Weekly at 
200 E. Illinois St. * DE. 7-1336 

NEW YORK 17 

891 Second Ave. * MU 6-8180 


THE NATIONAL NEWSPAPER OF MARKETING 


Colgate, Block 
Suing to Void 
Rystan Patent 


Green Paste Makers 
Beat Patent Holder 
to the Legal Draw 


New York, April 4—The Rystan 
Co., which apparently has been 
threatening patent infringement 
suits against chlorophyl! toothpaste 
manufacturers, while trying to live 
up to its so-called “exclusive” ar- 
rangement with Lever Bros. (AA, 
March 31), was beaten to the draw 
this week when two major tooth- 
paste manufacturers filed suits 
against the company asking that 
the Rystan chlorophyll patent be 
declared “void and invalid.” 

Colgate-Palmolive-Peet Co., Jer- 
sey City, currently test-marketing 
Colgate chlorophyll — toothpaste, 
filed the first suit in U. S. south- 
ern district court, March 28. A 
second suit, making basically the 
same charge, was filed April 1 by 
Wernet Dental Mfg. Co., Hudson 
Products, Amm-i-dent Inc., and 
the Green Mint Co., all Jersey City 
(and all divisions of Block Drug 
Co.). 


® Both suits ask the court to de- 
clare void the Rystan patent 
(2120667), which the company ac- 
quired from the late Dr. Benjamin 
Gruskin, and to affirm that there 
has been no infringement by the 
plaintiffs in their making, using 
and selling chlorophyll toothpastes. 


Further, C-P-P requests that 
Rystan “agents, officers and em- 
ployes” be enjoined temporarily 


from telling Colgate customers that 
the Colgate chlorophyll toothpaste 
infringes on the Rystan patent. 
(C-P-P is going to expand its test 
area into three or four more mar- 
(Continued on Page 4) 
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SUCCESS IN DETROIT—Liquinet Co. has been running this one-third page color 
comics ad in the Detroit Free-Press for four weeks now, as part of a test for 


its new hair conditioner, 


Twurl. 


sco 
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(Story on Page 48.) 


Living Standards Will Drop Without Higher 
Ad Budgets, Wachtel Tells Popai Meeting 


Advertising Hit 


in Senate Unit's 
Newsprint Study 


WaAsHINGTON, April 3—The Sen- 
ate small business committee 
agreed today on a report which ob- 
serves that postal subsidies and tax 
regulations tend to stimulate ad- 
vertising “that may be unnecessar- 
ily extravagant and not particu- 
larly productive.” 

In an analysis of continuing 
newsprint shortages, the committee 
includes the suggestion that “pos- 
sibly our government can give 
more consideration to its postal 
and tax regulations.” 

The treatment of advertising in 
the report adopted today is mild 
compared with proposed language 
in the original draft of the report. 
Besides treating tax and postal 
laws, the original draft said news- 
print shortages might be eased if 
publishers raised advertising rates 
and discouraged “extravagant and 

(Continued on Page 8) 


Advertiser Needs 10% More Dollars 
to Get Same Coverage in ‘52: Brorby 


‘New York Enquirer’ 
Purchased by Pope 


New York, April 3—Generoso 
Pope Jr., formerly publisher of Il 
Progresso, Italian-language news- 
paper, has purchased the New 
York Enquirer from Mrs. Ger- 
trude Griffin. Mr. Pope becomes 
sole owner, publisher and editor. 

The Enquirer, which first ap- 
peared in September, 1926, and 
was the only paper to come out 
Sunday afternoon, was devoted to 
politics, sports, theatrical news and 
personalities. It will now become 
“a national news-feature weekly” 
and continue to be published late 
Sundays. 

Mr. Pope retains his financial 
interest in Il Progresso but his 
brother, Fortune, remains as pub- 
lisher. Fortune took over that post 
recently when Generoso went to 


Washington to work for the gov- 
ernment. 


WHITE SULPHUR SPRINGs, W. Va., 
April 4—An advertiser must spend 
10% more dollars this year than 
last, if he wants to get the same 
audience coverage on a national 
basis. And to get the same circula- 


tion today that he did in 1941, an| 


advertiser 
dollars. 
These figures, and a host of 
others, were presented at the 
American Assn. of Advertising 
Agencies meeting here today by 
Melvin Brorby, v.p. of Needham, 
Louis & Brorby, Chicago. They are 
contained in a 24-page cost study 
made by Dr. Perry Nahl, the agen- 
cy’s associate director of research, 
and Leslie Gage, its media analyst. 
The original study of advertis- 
ing costs was made by the agency 
last year (AA, Nov. 19). This 
year’s analysis brings the material 
up to date. It also includes figures 
for television, which was not con- 
sidered in last year’s study. 
(Continued on Page 44) 


must spend 32% more 


New York, April 2—Larger ad- | 


vertising budgets are necessary to 
prevent a severe cutback in living 
standards, W. W. Wachtel, presi- 
dent of Calvert Distillers Corp., 
declared today. 

Speaking at the annual luncheon 


of Point-of-Purchase Advertising | 
Institute, Mr. Wachtel stressed that | 


a free enterprise system depends 
on the creation of new human 
wants. Today’s merchandising} 
trends, which, he said, are largely 
determined by large retailers, call | 
for increased use of point of pur- 
chase advertising. 

“An increase in expenditures for | 
point of purchase material will 
contribute immeasurably to the ef- 
fectiveness of the advertising dol- 
lar,” he said. 


@ He explained that point of pur- 
chase budgets today are about 10% 
of total advertising expenditures 
which now amount to about 2% of 
national income. 

“Advertising expenditures 
should total 3% of national in- 
come,” he said, “which would in- 
crease it about $3 billion from the 
present $6.5 billion, thus auto- 
matically increasing point of pur- 
chase expenditures about $250,- 
000,000.” 

Mr. Wachtel called it defeatist 
to follow policies of retrenchment 
when the nation faced a second 


(Continued on Page 53) 


4 Four A’s Discusses Clients, Public, 


Government and Self at Annual Meet 


Wuire SULPHUR SPRINGS, W. VA., 
April 4—The American Assn. of 
Advertising Agencies fastened its 
attention on the problems of ad- 
vertising in an economy which is 
split between civilian and military 
production at its convention here 
this week. 

It reenforced the Four A’s tra- 
ditional stand on ethics, both in 
general and TV advertising. 

It listened closely to problems of 
advertising and its standing with 
the government, the public, and 
business. 

And it dug deep into the rela- 
|tion between client and agency, 
between media and agency, and 
| into the nature of the agency busi- 
ness itself. 


|g In the analysis of client and 
agency relationship, a top adver- 
tiser revealed his experience. 

Clarence E. Eldredge, v.p. in 
charge of marketing for General 
| Foods Corp. and onetime Y&R ex- 
|ecutive himself, gave the agencies 
some solid advice. 

The most important single attri- 
bute of a client-agency relation- 
| shi p, he said, is permanency. It 
| Should be the aim of both the cli- 


ent and the agency, and only when 
it is can a substantial relationship 
be built. 

He thinks a client should ask 
himself these questions before set- 
tling on an agency: Does he know 
what he can and cannot expect 
from an agency? Does he recognize 
the need to make the agency a full 
partner? Does he understand the 
character of the agency and its 
principals, and is it ready to give 
him a_ balanced service? What 
about the agency’s ethical stand- 
ards? Does it think of advertis- 
ing as an end of itself or as a 
means to an end? 


® He listed very similar questions 
an agency should ask itself about 
a prospective client. 

Here are things which Mr. El- 
dredge thinks will encourage a 
stable client-agency relationship: 

1. The agency should be en- 
couraged and permitted to speak 
its mind. Otherwise it cannot do 
justice to itself or the client. 

2. The agency should recognize 
that it is the client’s money which 
is being spent, and that there will 
be times when the agency will be 

(Continued on Page 86) 


FCC Will Lift Freeze 


Cuicaco, April 2—Members of 
|the National Assn. of Radio and 
Television Broadcasters today 
thundered their approval as Fed- 
eral Communications Commission 
Chairman Paul A. Walker prom- 
ised that the TV freeze would be 
lifted within two weeks, “barring 
some last-minute snag.” 

The three-day NARTB meeting 
was held in an atmosphere not too 


unlike that preceding the Okla-| 


homa land rush—a fact which Mr. | 
Walker emphasized. 
Members of the association had 


Last Minute News Flashes 


Duane Jones Co. Gets Kordol Account 
New York, April 4—Kordol Corp. of America, maker of Kordoiin, 
newly developed drug product for the relief of arthritic and rheumatic | 


pains, has named Duane Jones Co. to handle its advertising. Newspapers | 


and radio and TV spots will be used. 
Harvester Considers Marketing a Gas Range 


Cuicaco, April 4—International 


Harvester Co. today admitted that 


it has been exploring the possibility of marketing a gas range. How- 
ever, the company denied that its project is any further than just the 


planning stage. 


GF Will Introduce Corn-fetti via Y&R 

New York, April 4—General Foods is introducing a new cereal called 
Corn-fetti in a number of markets. The product, a sugar and honey- 
coated cornflake, makes its bow in the New York area April 21 via 
newspapers and radio and TV spots. Young & Rubicam is the agency. | 


Seagram Sets Schedule for Ancient Bottle Gin 

New York, April 4—Seagram-Distillers plans a May-to-September/|tier of the ether.” Mr. Walker 
drive for Seagram’s Ancient Bottle gin in nine national magazines, 120/ smilingly observed that “many of 
newspapers and 38 business publications. The promotion will be built} you sitting around these luncheon 


around sailing and sailing vessels and will be known as “sea breezes.” | 
Roy S. Durstine Inc. is the agency. 


(Additional News Flashes on Page 87) 


in Two Weeks: Walker 


hoped the FCC chairman would 
announce the lifting of the freeze. 
But he refused to drop even a hint 
about his speech until he stood at 
the microphone before the mem- 
bers. 


s After teasing his listeners good 
naturedly, Mr. Walker said that 


For other news and pictures of 
|the NARTB convention see Pages 
2, 3, 34, 59, 82, 83 and 89. 


“television has gotten off to a won- 
derful start. The rapidity of its 
| development has confounded even 
| the experts.” 

He said that the “emotions of 
|expectancy, hope and excitement 
| with which we are all looking for- 
ward to the opening of this domain 
remind me of the opening of an- 
|other historic American frontier. 
| This was the first great run for the 
| unassigned lands in the state of 
Oklahoma.” 

Mr. Walker, a native of the 
Sooner State, observed that at that 
time (1889) there also was a freeze 
on. But when the bugle sounded at 
high noon, “there began one of the 
most dramatic and most sensation- 
al scrambles for new land in our 
history.” 


s Today, he said, “we are at an- 
other kind of frontier—a new fron- 


tables this noon have good reason 
| to dream of high success and sub- 


i (Continued on Page 83) 
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. an unwholesome situation 
» “ee of pressures—pressures 


Quit Kidding and Start Enforcing 


New TV Code, Swezey Warns Four A's 


Wuirte Sutpuur Sprinos, W. VA., 
April 4—Robert D. Swezey, execu- 
tive v.p. of WDSU and WDSU-TV, 
New Orleans, today called for 
the “sympathetic cooperation” of 
advertising agencies and _ their 
clients in enforcing the recently 
enacted television code 

Mr. Swezey, who headed the 
committee which prepared the Na- 
tional Assn. of Radio & Television 


Four A’‘s Meeting 


Broadcasters’ standard of practices, 
made the appeal in an address be- 
fore the 34th annual meeting of 
the American Assn. of Advertising 
Agencies here. 

“Let’s not kid ourselves,” he 
said, “We, as operators of televi- 
sion stations, know that the only 
way we can readily and satisfac- 
torily enforce our code is with 
the sympathetic cooperation of 
you advertising agencies and your 
clients. 


® “Failing that, it will be rough 
sledding, and in. lieu of a coordi- 
nated, intelligent effort, we'll have 

of a 


ought upon us by the public 
afd by militant special-interest 
@foups and the pressures which we 
im turn will be forced to place upon 
you.” 

*Professional critics’ notwith- 
Standing, the radio executive sug- 
@@sted that the only real cause for 
alarm is “our own lethargy, our 

willingness to tackle vigorously 
an clean up a nasty situation, and 

lack of intelligence to foresee 
tHe probable consequence that 
Semeone will do that job in a much 
Wore severe manner if we haven't 
he guts to do it ourselves.” 


@*! fail to see why a profession 

$Uch as advertising should not take 

P@Bsonable steps to protect its 
(Continued on Page 88) 


Treasury Department 
Reorganizes Entire 
Savings Bond Setup 


WASHINGTON, April 1—The 
Treasury Department's § savings 
bond division yesterday rounded 


out a reorganization based on the 
appointment of Elihu E. Harris as 
assistant national director in 
charge of advertising and promo- 
tion. 

Prior to his promotion as as- 
sistant national director, Mr. Har- 
ris served as Treasury's director 
of advertising. He joined Treasury 
as chief of the periodicals section 
in 1943. 

Three division heads appointed 
today to serve under Mr. Harris 
are 

Edmund J. Linehan, former 
chief of radio-TV, now head of the 
advertising section. A former 
writer, producer and program di- 
rector, he joined Treasury three 
years ago. As chief of advertising, 
his duties include newspaper, peri- 
odical, outdoor and graphic, and 
radio-TV. 


® Jacob Mogelever, former press 
chief, becomes head of a new pro- 
motion section. Besides working 
with editors, cartoonists, promotion 
managers, circulation managers 
and newsboys, the new section 
takes on motion pictures and plan- 
ning of national sales promotion 
involving all media. 

John K. Koepf, former TV spe- 
cialist on the advertising staff, 
heads a new public liaison section. 
He directs public relations and 
supervises press relations with 
newspapers, magazines and com- 
pany publications. 

Vernon L. Clark, a $l-a-year 
man, is national director of the 
savings bond division. He has 
nothing to do with the division’s 
advertising. 


Business in a Recession, Not a Lull, 
Crosley's Shouse Tells Broadcasters 


Cuicaco, April 1—“I do not 
think our economy is healthy by 
any standard I can determine,” 
James D. Shouse, board chairman 
of Crosley Broadcasting Corp., told 
the 30th annual meeting of the 


NARTB Convention 


National Assn. of Radio and Tele- 
vision Broadcasters here today. 

“I do not believe,” he continued, 
“that the period we are now going 
through is what has been—I think 
over-optimistically—referred to as 
a lull.” 

A year ago, he declared, almost 
all plants were operating near 
capacity. Prices had climbed vio- 
lently and were still headed up- 
ward. Unemployment was down, 
and employers were competing 
vigorously for manpower. 


s But today, a year later, “in a 
wide and growing range of con- 
sumer industries, plant capacities 
are idle. Employment and man 
hours of work are reduced. Raw 
material prices have broken and 
now many retail prices are shaky. 
Total personal income is no longer 
moving up on the charts. It is 
moving sideways 

“In many markets,” Mr. Shouse 
asserted, “liquidation of inventory 
is being forced by price cutting. 
Look at your corporate profits as 
they are coming out from day to 
day and you will find that, even 


before taxes, they are down 
roughly 20% from their level of 
the first quarter of last year. But 
in the consumer industries that 
provide your income and mine— 
believe me—the declines have 
been a great deal sharper than 
20%.” 


®@ The picture of recession painted 
by Mr. Shouse has both short 
term and long term implications, 
he said. 

“Nothing like a quick transition 
from lull to inflation appears to 
be in prospect,” he declared. “In 
the light of the factors at work, it 
is hard now to visualize any rapid 
resurgence of inventory demand in 
the private sector. It is likewise 
hard to visualize any rapid change 
in the rate of personal consump- 
tion.” 

But he 
substantial 
a substantial 


added that “neither a 
price adjustment nor 
increase in income 
is as yet in the offing. We are 
nearer now to a general retail 
price correction than we have been 
since Korea. But the squeezed con- 
dition of manufacturing margins 
and retailers’ margins still casts 
some doubt on how much of a 
correction can be expected in the 
near future.” 

Mr. Shouse said that “we all 
need to exercise extreme caution, 
extreme care and extreme adroit- 
ness if we are to survive in the 
highly competitive era which, I 
am sure, we are approaching.” 


‘Wear » Hat - Iti 2s Healtiny 20 ito Handaome!” 
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COVER THAT NOGGIN—The Hat Corp. of America doesn’t want any pates show- 
ing, even if you've got beautiful, curly locks. The above two ads are part of a 
new series which claims it is urhealthy to go bareheaded. 


Hat Corp. Attacks Bareheadedness 


New York, April 1—Hat Corp. 
of America has decided to do 
something about what it calls “the 
college fad to go bareheaded.” 

A full-page ad in the April 5 
Saturday Evening Post launches a 
long-range promotion designed to 
“help change the hat buying habits 
of the nation.” 


@ The copy prepared by Lambert 
& Feasley hammers away at the 
health advantages of wearing a 
hat: 

“It protects your sinuses, your 
scalp, your eyes; it helps cut down 
colds, it keeps your hair healthier 
and better looking.” 


This copy will run around il-| 


lustrations of well known hats 
from other countries. The first ad 
features the Havelock hat worn 


| by the French Foreign Legion. The 


caption explains that the primary 
purpose of this hat is “to protect 
the back of the wearer's head and 


Other hats to be used in the se- 
ries include the Arab’s flowing 
kufiyah, the Eskimo’s fur parka, 
the cowboy’s ten-gallon hat and 
the Mexican’s sombrero. 

The logo at the bottom of each 
ad gives the Hat Corp. brands— 


Dobbs, Cavanagh, Knox, Dunlap, | 


Berg, Byron and C&K. 

Richard E. Meuser, assistant to 
the v.p. of Hat Corp., stressed that 
the campaign will not be a “one- 
shot” or “seasonal” promotion. He 
said this new program has been 
placed on a continuing basis, as a 
supplement to the company’s reg- 
ular “style” advertising. 


@ Mr. Meuser announced that the 
campaign will be backed in the 
fall with a heavy merchandising 
program. This will include window 
displays, ad mats, counter cards, 
direct mail pieces and brochures. 

The SEP will carry full pages 
again April 26 and May 10, and 
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Publicker Gives 
Six of Its Brands 
to Lloyd, Chester 


New York, April 1—Publicker 
Industries’ advertising stable got 
a sharp shakeup today, as Lloyd, 
Chester & Dillingham was awarded 
| Six brands—probably about half 
| the distiller’s advertising expendi- 
ture. 

To clear the way, Lloyd, Chester 
& Dillingham last week resigned 
Melrose Distillers’ Golden Wed- 
ding, McCormick’s and Old Blue 
Ribbon whiskies. Melrose is a 
Schenley subsidiary. Later in the 
week Golden Wedding was as- 
signed to McCann-Erickson, which 
already had three Melrose brands 
—Three Feathers, Old Charter and 
Echo Springs. McCormick’s and 
Old Blue Ribbon are unassigned. 


s The Publicker switch to LC&D 
includes Old Hickory straight and 
bonded; Kinsey Gold and Kinsey 
Silver blends, and Kinsey gin; and 
Embassy Club, a blend of straights, 
which came from the Continental 
division. 

Old Hickory had previously been 
handled by the New York office 
of Al Paul Lefton Co., Kinsey by 
J. D. Tarcher & Co., and Embassy 
Club by Cecil & Presbrey. 

The Publicker agency lineup 
now shows Lefton with all Con- 
tinental brands (Philadelphia, 
Charter Oak and Dixie Belle gin); 
McKee & Albright with Ritten- 
house straight rye; Monroe Green- 
thal Co. with the Haller division 
fand Cecil & Presbrey with Old 
Classic. 


|@ The switch prompted unusual in- 
terest in the liquor business be- 
|cause Old Hickory has been a 
| notable success. Based on figures 
| for the 17 monopoly states, Old 
| Hickory sold 243,674 cases in 1951, 
}and was the third best seller in 
those states. In 1950 it sold 191,102 


neck from the dangerous direct|ads are being placed in leading cases. In 1949 it sold 21.938. 


rays of the desert sun.” 


| college magazines. 


Blaiz Gives All 
of Its Account 
to Weintraub 


MILWAUKEE, April 1—Blatz 
Brewing Co. today announced that 
William H. Weintraub & Co., New 
York, will handle all of its adver- 
tising. 

Weintraub has handled the com- 
pany’s radio and television billings 
since August, 1950, and now takes 
over publication and outdoor ad- 
vertising, formerly handled by 
Kastor, Farrell, Chesley & Clifford 
New York. 

The agency switch did not come 
as a complete surprise. When 
Schlitz moved its account from 
Young & Rubicam to Leo Burnett 
Co. and Lennen & Mitchell a month 
ago (AA, March 3) it was rumored 
that Blatz might either give all 
of its account to Weintraub. or pos- 
sibly replace Schlitz at Y&R. 


@ Frank C. Verbest, president of 
Blatz, said that both agencies 
“have served the company well.” 

“However,” he added, “it is ap- 
parent, now, that the advertising 
effort has increased so much in 
scope and complexity that there 
are disadvantages in a divided re- 
sponsibility. After months of de- 
liberation, and without the con- 
sideration of any other agency, the 
decision was made to concentrate 
all advertising in the hands of the 
Weintraub firm.” 

Despite Mr. Verbest’s statement 
that no other agency was consid- 
ered, AA reported in its March 17 
issue that Blatz and Y&R had been 


conducting talks, but the agency 
bowed out when it became clear 
that some Blatz copy would have 
to indicate that Blatz is a Schenley 
Industries subsidiary. Y&R handles 
part of the Frankfort Distillers ac- 
count. 


® In addition to Blatz, Weintraub 
also handles advertising of follow- 
ing Schenley brands marketed by 
the subsidiaries indicated: Schen- 
ley Distributors Inc.’s Ancient Age; 
Melrose Distillers Inc.’s Gibson’s 8 
Year Old, Gibson’s Diamond 8 and 
James E. Pepper; Schenley Import 
Co.’s Dubonnet; Many, Blanc & 
Co.’s DuBouchett cordials and 
brandies, and Brandy Distillers 
Corp.’s Coronet. 

According to Publishers Infor- 
mation Bureau figures, Blatz’ 1951 
ad expenditures in four media 
were as follows: 

Magazines, $778,450 ($41,965 of 
this went to advertise the com- 
pany’s Amos 'n’ Andy TV show); 
$23,000 in newspaper sections; 
$840,749 in network radio, 
$594,870 in network television. To- 
tal for the four media was $2,237,- 
069. 


Clark Elected President 


Robert O. Clark, of Jewel Paint} 
& Varnish Co., Chicago, has been! 


elected president of Colorizer As- 
sociates. The organization is com- 
posed of 13 regional paint manu- 
facturers who produce Colorizer 
paints. James W. Wilson of Brook- 
lyn Paint and Varnish Mfg. Co. 
has been named v.p. 


Appoint Brisacher, Wheeler 

Edwin Corp., San Francisco, and 
Sicular X-Ray Co., San Francisco 
and Los Angeles, have appointed 
the San Francisco office of Bri- 
sacher, Wheeler & Staff to direct 
their advertising. 


and | 


Old Hickory bonded had also 
been on the market, and sold 15,- 
351 cases in these states in 1951, 
{compared to 17,692 in 1950 and 
| 5,038 in 1949. 

Kinsey Silver sold 111,358 cases 
in 1951, compared to 112,357 in 
1950, and 102,388 in 1949. Kinsey 
Gold showed a downward trend, 
selling 32,343 cases in 1951, com- 
pared to 45,558 in 1950 and 53,123 
in 1949. Kinsey gin sold 41,188 
cases in 1951, compared to 46,346 
in 1950. 

Embassy Club apparently was 
sold in only one monopoly state, 
North Carolina, and accounted for 
196 cases. It was unreported for 
1950. 

Probably the segment of Pub- 
licker business involved in the 
shift is worth more than $2,000,000 
in advertising expenditures. 


Two Labor, Industrial . 
| Relations Firms Merge 


Fisher & Rudge, New York, man- 
agement consultant in labor and 
industrial relations, has merged 
with Thomas F. Neblett of Los An- 
geles. The new company, Fisher, 
| Rudge & Neblett, will have offices 
in New York at 250 Park Ave. and 
in Los Angeles at 608 South Hill St. 

It is reportedly the first national 
organization in this field and will 
represent 70 nationally known bus- 
iness and industrial companies. 
Partners in the company are Aus- 
jtin M. Fisher, Frederick G. Rudge 
| and Mr. Neblett. 


Callahan Joins ‘Coronet’ 
Maureen Callahan, formerly 
with McGraw-Hill Publishing Co., 
New York, has been named sales 
presentation manager of Coronet. 


Appoints Edmund Kerr Rep 
Western Merchandiser, San 
Francisco, has named Edmund 
Kerr, Los Angeles, its Southern 
California representative. 
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\-certising Age, 1952 


17,500,000 Will 
See Conventions 
via TV Coverage 


‘HICAGO, April 2—Television | 
| play an even more important 
e at the presidential conventions 
's year than anyone previously 
id predicted, according to Sig 


NARTB Convention 


‘lickelson of CBS-TV and chair- 
an of the Television Pool Com- 
ittee. 

Mr. Mickelson told the National 
\ssn. of Radio and Television 
Broadcasters’ session devoted to 
radio and TV convention coverage 
that television will bring the con- 
ventions to an estimated 17,500,000 
people in 60 interconnected mar- 
kets. By contrast, the 1946 cover- 
age was only 403,000. 

In Chicago alone, he declared, 
about 2,136,000 persons will view 
the activities of convention dele- 
gates via television—a fact that is 
expected to lessen pressure for 
seats at the International Amphi- 
theatre. 


April 7, 


® All telecasts originating on the 
floor of the conventions will be 
handled through the pool. Seven 
cameras will be used—five inside, 
and one at each entrance. Network 
commentators will work as part 
of the pool. Besides the four net- 
works (ABC, CBS, DuMont and 
NBC), seven independents, most 
of them on the East and West 
coasts, will be served by the pool. 

These independents will be as- 
sessed three fees: A flat fee of 
$250 for pool audio from the floor 
(this service is shared by radio, 
newsreel, and the public address 

(Continued on Page 84) 


Advertisers Can 
Use ‘TV Guide’s’ 
List of Subscribers 


New York, April 3—TV Guide 
this week offered to make availa- 
ble its list of 500,000 video set- 
owning families in the New York 
area to advertisers and agencies. 

Companies that advertise in the 
television program magazine may 
take their choice of the roster of 
names. They may use as many of 
the names as frequently as they 
wish. Non-TV Guide advertisers 
may use a 2,000-name panel once 
during the year. 

The magazine suggests that the 
list, which is comprised of present 
and past subscribers, will be use- 
ful for obtaining varied data for 
present and potential video spon- 
sors. 


@ Mail-out reminders could help 
advertisers improve the sales ef- 
fectiveness of their commercials, 
A. J. Segal, advertising manager 
of TV Guide, said. The list should 
also prove valuable in building 
large audiences for premieres and 
helping advertisers perfect estab- 
lished programs, he added. 

The mechanics of the mailing— 
folding, addressing, stamping and 
posting—will be handled by the 
magazine at cost, or $6 per thou- 
sand. 


McCabe to Newey & Conway 
Joseph A. McCabe, formerly 


FOURSOME—The cameraman caught these four gentlemen outside o conference room 


d, +, +) 


at the National Assn. of Radio and Television Br sc . They are 

(left to right): Robert Swezey, general manager of WDSU-TV, New Orleans, and 

chairman of NARTB’s television board; Rosel Hyde of the Federal Communications 

Commission; Ralph Hardy, director of government relations for NARTB, and Clair 
R. McCollough, president of WGAL ond WGAL-TV, Lancaster, Pa. 


Sen. Humphrey Urges Crackdown on 


Political Ads Run by Corporations 


WasuincTon, April 1—Sen. Hu-| 
bert Humphrey (D., Minn.) de-| 
manded today that the Bureau of | 
Internal Revenue crack down on 
the use of political ads by corpo- 
rations. 

He hinged his case on full-page | 
ads which McGraw-Hill Publish- 
ing Co. and Safeway Steres ran in 
this morning’s Washington Post. 

“l have no objection to Mc- 
Graw-Hill’s and Safeway’s ad- 
vertising to their heart’s content,” 
Sen. Humphrey declared. 

“I insist, however, that such ad- 
vertisements, which are not within 
the line of their business but are 


action by the Treasury Department 
to regulate the growing abuse of 
which we are all very conscious. 

“If our statutes are not compe- 
tent to regulate this abuse, then I 
call upon the Senate finance com- 
mittee to study this problem as 
soon as possible and bring re- 
medial legislation to the floor of 
the Senate.” 

Senator Humphrey contended 
that newspapers and other publi- 
cations are “flooded” with what 
amounts to outright political ad- 
vertising, the cost of which is be- 
ing deducted as a legitimate busi- 
ness expense. 


rather political advertising or 
philosophical advertising, be so/# “It is not only discriminatory in 
labeled and be so considered by; terms of other taxpayers, but it 
the Bureau of Internal Revenue, | jis an open form of lobbying,” he 
and not be allowed as legitimate | argued. 
business expense.” | He reiterated, “I desire to make 
it perfectly clear that I am not op- 
@ Senator Humphrey contended posing any right of a corporation 
that the McGraw-Hill ad, “Some or of any person to expound politi- 
things are worse than strikes,” | cal views. 
was an attempt “to undermine the| “I respect that right, regardless 
recommendations of the Wage Sta- | of whether I agree with the point 
bilization Board,” which could have | of view expressed. 
no effect “other than to inflame “What I am saying is that it is 
passions, distort perspective, and |not a legitimate business expense 
bring closer the threat of a seri-| “Advertising is a blessing,” he 
ous strike in the steel industry at) continued. “It is the life blood of 
the expense of our national de- American business. I respect ad- 
fense effort.” He said the Safeway | vertising. I want more and more 
ad, “Food and freedom,” is nothing) of it. 
but a wholesale attack on the De-| “But I submit that advertising 
fense Production Act and “a di-| by a corporation is a proper legiti- 
rect form of lobbying.” mate tax deductible item only 
when it relates to its own busi- 
s “If our statutes are adequate to! ness.” 
intelligently distinguish between | 
legitimate business advertising and|m= Expounding on the discrimina- 
political propaganda, then I call tory aspects of the issue, he asked, 


public relations director of Rosary | 
has | 


College, River Forest, IIL, 
joined Newey & Conway, Chicago, 
public relations organization. Be- 
fore the war Mr. McCabe was pic- 
ture editor of the Chicago Times, 
now the Chicago Sun-Times, and 
from 1946 to 1949 served in an ad- 
vertising and editorial capacity 
with Eastman Kodak Co., Roch- 
ester. 


for more vigilant administrative 


SEE AMERICA’S 


=. | 


c 


I-— ~G | 


MOST ADVANCE 


NEW 52 CARS... 


KAISER AND HENRY J 


t, 


Se a fees a vow Raseer Prener detor's tains’ 


BIG AND LITTLE—Kaiser-Frazer Corp., 
through William H. Weintraub & Co., 
is following up its introduction of ‘52 
models with ads like this for Kaisers and 
Henry Js. The American Weekly, Life, The 
Saturday Evening Post and This Week 
Magazine will be used. 


“How many Americans who be- 
lieve in OPS and want to state 
their point of view—housewives 
for example—can place page ads 
in 400 newspapers across the 
country and deduct the expense 
from their income tax? 

“...1 do not object to such ad- 


| vertisements if the companies who 


make use of them pay the cost and 
are not permitted to charge the 
cost to their regular business ex- 
penses, and thus obtain the de- 
duction for income tax purposes. 

“In other words, I submit, with 
Voltaire, that I will fight unto the 
death for your right to say it— 
but not at the taxpayer's expense, 
nor until it is possible for every 
farmer, every school teacher, and 
every other person in the 
who wishes to do so to have simi- 
lar advertisements published in 
newspapers, and to charge the 
cost of the advertisements as a de- 
duction for income tax purposes. 

“I submit that if the Safeway 
Corp. wants to publish in the 
newspapers advertisements of the 
sort to which reference has been 
made, and wishes to charge the 
cost of such advertisements as a 
deduction for tax purposes, then 
every housewife who enters a 
Safeway store should be able to 
do the same thing.” 


U.S. | 


Army and Air Force Review Advertising 


Plans with View Toward Further Curtailment 
WasHIncTon, April 2—The Army last December, the Defense De- 


and Air Force are taking another) 


look at recruiting advertising 
plans, with a view toward further 
curtailment. 

Recruiting programs have 
limped along this spring on about 
$600,000. Most of this money will 
be gone by the end of April, and 
there is no assurance at this time 
that additional funds will be avail- 
able before the beginning of a new 
fiscal year on July 1. 

The present uncertainty extends 
into the new year also. The serv- 
ices are asking only $1,050,000 for 
advertising in fiscal 1953, com- 
pared with $6,208,425 spent in 1951. 
Recruiters conceded that the 1953 | 
budget is even less adequate than | 
the spot programs which have been | 
running this spring. 


partment informally advised mem- 
bers of the Senate appropriations 
committee that advertising is nec- 
essary in order to stimulate re- 
cruitment of women, air cadets, 
technicians and other specialists 

Following this study the $600,000 
of remaining 1951 funds was re- 
leased for spot campaigns, with 
an understanding that additional 
funds from the 1952 budget would 
be made available when Congress 
reassembles. 

Although Congress has been 
back for three months, no moves 
have been made to release the 1952 
funds, and there is some feeling 
that none of this money will be- 
come available. 


= In appearing before the House 


| appropriations committee on its 
a ._ . , | 1953 budget, the Department of 
® The whole recruiting “mission” | the Army said that curtailment of 
appears to be up for top-level re-| recruiting advertising was result- 
examination. Army and Airing in a lessening of the general 
Force are both up to full strength. | 4ver-all_ recruiting effectiveness 
In the year ahead, the recruiting | py depriving recruiters of a well- 
effort will be adjusted to deal) -ounded publicity program. 
largely with the need for spe-| Officials said, however, that the 
cialists and the reenlistment of | $1,050,000 sought for fiscal 1953 
servicemen who are slated for dis-| \,oulq not be used for general pur- 
charge. | pose “prestige” advertising. They 


During the past three months, 
recruiting publicity bureau has} 
been working largely with funds 
left over from fiscal year 1951. A) 
$3,000,000 advertising appropria- | 
tion for the current fiscal year— 
1952—-was “frozen” in an unex-| 
pected Senate “revolt” last Octo-| 
ber. 


\the remaining $50,000 would be 


s After a study of recruiting needs | 


promised to go as far as they 
could with free space, but insisted 
some funds should be availabl 
for radio, spot newspaper and spo’ 
TV. 

The $1,050,000 would be divide 
roughly $600,000 for the Arm 
and $400,000 for the Air Force. 

The record did not indicate how 


spent. 


Products Spray 


More Than Surf 
at Atlantic City — 


ATLanTic City, N. J., April 1— 
One of the latest rages in pack- 
aging appears to be the spray con- 
tainer. Shampoo and shave cream 
sprays are fairly old hat, but here’s 
the latest in sprays (tin and plas- 
tic), displayed at the 21st National | 


Packaging Exposition of American | The drive opens with an — 
, 


Management Assn. 

There are sprays for athlete's! 
foot, head colds, spot and rust re-| 
movers, for making golf balls look | 
new, putting out home fires, clean-| 
ing rugs, setting hair, preserving 
nylon stockings, and freshening 
the air with chlorophyll. 


® Here's a rundown on these prod- 
ucts: | 


For athlete's foot—Dr. Larson's Foot; 
Note, Larson Laboratories, Erie, Pa.; re- 
lief of head colds—Aerosol cold relief, 
by Tetco, Hobart, Ind.; spot remover— 
Spray-Kleen, Bostwick Laboratories, 
Bridgeport, Conn.; rust remover—Erustica- 
tor, by Penn Salt, Philadelphia; golf ball 
beautifier—Spray New, by Federal In- 
ternational Co., New York; home foam 
fire extinguisher—Fire-Wip, West Prod- 
ucts, Seattle; rug cleaner—Carbona In- 
stant Foam, Carbona Products, Long Is- 
land City, N. Y.; liquid hair setter~| 
Liquinet, by Liquinet Corp., Chicago; 
nylon saver—Ny-Longer, by Ny-Longer 
Inc., New York; air freshener with chlor- 
ophyll—Airkem Mist, by Airkem Inc., | 
New York. } 

If you want a protective coating 
for display shoes, there’s Krylon 
Shu-Glos, made by Foster & Kester | 


Spring Drive Sets 
‘Gold Standard’ for 


| ership in the margarine field with 


Durkee’s Margarine 


CLEVELAND, April 2—Durkeée 
Famous Foods division of the Glid~ 
den Co. makes a new bid for lead 


a national campaign for its new 
non-spattering oleomargarine. 

Claiming better cooking qualities 
and improved flavor for the prod= 
uct, Durkee is promoting it as th 
“New Gold Standard of Marga4 
rine.” 


tion in the April 7 issue of Life. 

A schedule of color ads will con- 

tinue through November in Better 

Living, Everywoman’s, Family Cir- 

cle, Western Family and Woman's 
ay. 


® The new Durkee product also 
will be pushed on the Kate Smith 
Show (NBC-TV) and over local 
radio and TV stations. Newspapers 
and food publications will also be 
used. 

The Durkee package has also 


| been revamped in blue and gold 


with a picture of a baked potato 
melting a pat of margarine on it. 
Described by Durkee as “revolu- 
tionary,” the new margarine con- 
tains a soybean derivative which 


|“prevents spattering and vastly 


improves product flavor.” H. L. 
Slaughter, general manager of the 
Durkee division, said the product 
was developed in Glidden’s soya 


| products division in Chicago. 


Durkee copy says the use of 
the new blending agent, “ingredi- 
ent X,” renders the margarine 


Co., Philadelphia. Electro Chemical | creamy rather than greasy so that 


Products Corp., East Orange, N. J., 
makes Stati-clean and Photo- 
sweep. The former spray reduces 
surface noise, adds tonal brilliance 
and longer life to vinylite records. 
Photo-sweep “ends dust-attracting 
static on negatives, transparencies 
and glass slides.” 


@iIf your refrigerator’s on the 
blink and needs a_ refrigerant, 
(Continued on Page 84) 


it browns food more evenly. 
Leo Burnett Co., Chicago, pre- 
pared the campaign. 


Dugan Appointed V. P. 

William B. Dugan has been ap- 
pointed v.p. of Dancer-Fitzgerald- 
McDougall, San Francisco. At one 

| time he was West Coast merchan- 
| dising director for Batten, Barton, 
| Durstine & Osborn and later for 
| Western Beet Sugar Producers 
Inc., San Francisco. 
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Colgate, Block File Suits Against Rystan 


Asking Cancelation of Chlorophyll Patent 


(Continued from Page 1) 
kets shortly.) 

Both complaints ask that the 
patent be declared void because 
Dr. Gruskin was not the original 
and because the Gruskin 
claims are “vague and indefinite.” 

Both say the original claims are 
so “limited and confined” that the 
defendant cannot now broaden 
them to include their products 


inventor 


® The Amm-i-dent suit says Ry- 
stan told them “it might not be 
willing to license the toothpaste 
product in view of the relatively 


low price at which Amm-i-dent 
Inc. was offering that product to 
the public.” (Amm-i-dent sells tor 
53¢ Lever Bros.’ Chlorodent, the 


Rystan licensee, retails at 69¢.) 
Joth complaints say the chloro- 
phyll patent was fully described 
more than two years prior to the 
Gruskin patent. The Colgate com- 


plaint lists seven references to 
chlorophyll in scientific papers 
published in the U. S., Germany 


and France between 1912 and 1935. 

In answer, O'Neill Ryan Jr., 
president of Rystan, said the com- 
pany “will file counter-claims al- 
leging infringement of its already 
adjudicated patent,” a reference 
to the Dallas federal court decision 
on March 1, upholding the Rystan 
patent (AA, March 24). 


® Rystan has until April 17 to 
file its counter-claims, which, it 
said, “will clarify the existing con- 
fusion in the chlorophyll product 
field.” 


The two suits have not been 
placed on the court calendar as 
vet 


Meanwhile, the introduction of 
new chlorophyll products and ex- 
pansion of those already on the 
market is almost apace of legal 


fireworks, 

Here are some 
ments: 

Purepac Corp., which reversed 
the technique by introducing its 
chlorophyll product, Chloramint 
mouthwash, in New York first, 
Says it now has between 80% and 
90% distribution here and in 
northern New Jersey. The com- 
pany will soon have television 
spots on WNBT and CBS-TV and 
page ads will run beginning next 
week in local dailies. Leonard Wolf 
& Associates is the agency. 


® Sitroux Inc., which has been 
testing Clorol, a chlorophyll toilet 
tissue, for about a month in Buf- 
falo, will hit New York later this 
month with 1,000- and 600-line 
newspaper ads. “It freshens your 
bathroom 24 hours a day” is the 


copy theme. Franklin Bruck Ad-| 


vertising Corp. is handling. 

AA found a mystery in the 
chlorophyll toothpaste hassle at 
week’s end. Procter & Gamble is re- 


portedly testing a chlorophyll paste | 


Your Letterhead is part of your 
PUBLIC RELATIONS PROGRAM 


Thousands of executives and professional 


EXECUTIVES and employees 
take pride in a letterhead that 
expresses your organization's 


character and standing. 


PEOPLE WHO BUY from you 
often get their first impres- 
sion of your organization 


from your letterhead. 


PEOPLE WHO ARE IMPORTANT 
to your business success are 
influenced by the character 


and quality of your letterhead. 


men have read The Psychology of Buss- 


ness Impression, and have registered their 
letterhead preferences in the nationwide 


Neenah Letterhead Test 


This ts the most 


practical method yet developed for design- 


ing letterheads that fit your business and 
your market. The portfolio includes a Test 
Kit of 24 basic letterhead treatments with 
type and production specifications. To get 
a free copy, check the coupon below, sign 


your name, and attach to your letterhead 


NEENAM GUIDE 
ro 
SETTER INOEXING 


letterhead. 


tet Psvceoroer oF 


COURTESY COUPON Simply check the material 


you want, sien your name, and attach to your business 


The Psychology of Business Impression, Letterhead 


Test Kit, and Opinion Cards. 


Neenah Guide to Better Indexing, a complete sam- 


ple file of quality index, which also contains useful 


control systems. 


SIGNATURE 


information about tob cuts ond sizes, ruling, color 


Attach to your business letterhead and mail to: AA! 


Neenah Paper Company 


NEENAH, WISCONSIN 


Advertising Age, April 7, 1952 


new sevewp- | Highlights of the Week's News 


| To get the same coverage, an advertiser must spend 10% more dollars 
this year than he did in '51, and a fat 32% more than he needed 11 
years ago. These figures, and a host of other data on cost indexes of 
all media, are contained in a study made by Needham, Louis & 


Start on .. 


story starts on 


ad, and then asked the Bureau 


Brorby. Melvin Brorby told them to the Four A’s this week. . Page 1 
Four A’s members listened last week as some members of the group 
got up and discussed a wide variety of topics, ranging from agency- 
client relationships to how the ad industry should operate in a de- 
fense economy. Full details of the association’s 34th annual meeting 


Melvin Brorby wasn’t the only one last week to advocate increased ad 
budgets. Calvert's W. W. Wachtel told the Point of Purchase Adver- 
tising Institute that larger ad budgets are necessary to prevent a 
severe cutback in our living standards...................... Page 1 

FCC Chairman Paul Walker became the most popular man at the 
National Assn. of Radio & Television Broadcasters convention in 
Chicago, when he told members that the TV freeze would be lifted 
within two weeks, barring some last-minute snag. Other stories on 
the convention are on Pages 2, 3, 34, 59, 82 and 89. The freeze-lifting 


Sen. Humphrey of Minnesota read McGraw-Hill’s “Some things are 
worse than strikes” ad and Safeway Stores’ “Food and freedom” 


of Internal Revenue not to allow 


| political ads by corporations as a legitimate business expense. . Page 3 
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| 
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This Week in Washington ... .62 
Voice of the Advertiser 
You Ought to Know .........72 


called Zest in Evansville, Ind. This 
would be its first entry in the tooth 
cleaning field since Teel, a liquid 
dentifrice. 


® P&G said they know nothing 
about Zest and refused to claim it 
as kin. However, druggists in 
Evansville have heard of it and 
are wondering when to expect 
shipments and supporting adver- 
tising in the Evansville Courier 
Press. The Scripps-Howard paper, 
in fact, had had a request from its 
New York office to send four tubes. 
No schedules are set for the paper 
so far. 

Another green cleaner, Chloro 
Plus A, is being tested in Detroit, 
Grand Rapids, Dayton, Toledo and 
Cleveland by lodent Chemical Co. 
Newspapers and spot radio are be- 
ing used. TV, magazines and Sun- 
day newspaper sections will be 


used later through Grant Adver- 
tising. 


® Off on the first reported adver- 
tising counter-offensive against 
chlorophyll toothpastes is Lambert 
Pharmacal Co., which is running a 
newspaper test campaign in Utica, 
N. Y., and several West Coast 
cities. 

“Listerine stops bad breath... 
better than toothpaste, better than 
chlorophyll,” read the 1,000- and 
600-line ads. 

Lambert's director of research, 
Dr. John R. Brown Jr., has is- 
sued a statement saying, “No con- 
firmed evidence has been produced 
to date...to indicate that chloro- 
phyll results in effective breath 
control. It has done good work in 
open wounds, but there’s a vast 
difference between an open wound 
and breath control.” 


DUPLICATE ORIGINAL 


PROCE 


AT IMP¢ RTANT SAV 


ss ENGRAVINGS 


INGS 


* An exclusive development. 
Where multiple insertions of 


the same ad break : 
possible to furnish 


it is now 


simultaneously 


each publication its own 


originals and 


progressive 


proofs at a cost only 
slightly above patent-ty pes. 
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11th of a Series 


BANK OFFICERS 


Survey of top officers in 12 of New York's leading commercial banks 
ADVERTISING AGENCY EXECUTIVES shows the Herald Tribune reaches 56.7% of officers interviewed. 


Survey of 50 N. Y. agencies billing over $1,000,000, shows the 
Herald Tribune reaches 59% of officers and executives interviewed. 


MEN COMMUTERS 


Survey of 52 AM suburban trains shows the Herald Tribune 
reaches 46.3% of all who read any morning paper. 


STock EXCHANGE MEMBERS | — 
Survey of members of N. Y. Stock Exchange shows the \ GR A pi ¢ PI cru RE | 3 
Herald Tribune reaches 68.1% of members surveyed. 

ery ri 


In New York...the best way to do business with men who mean business, 

is through the Herald Tribune. Survey after survey (like those above) shows 
that in the morning the Herald Tribune is read by key executives in major 
business fields...read when their minds are open, fresh, ready to listen to what 


you have to say. And the Herald Tribune's dominance in the executive field 


is obvious in the charts. 61 out of every 100 of these working males of Herald 


Tribune families are in business management occupations...they are bre 


constantly making corporate buying decisions that are important for you to 
influence. In addition, they and their families ARE New York’s Quality ! F 
Market... have high-incomes, impressive savings, securities and property— 
are able and willing to buy anything you have to sell. Get all the details on 
how the Herald Tribune Quality Market can better your business... today! 


New York Leaders Are 


Herald Tribune F 


Readers! 


INCOMES OF HERALD TRIBUNE FAMILIES 


ear a f = Tid 403 = [aa = im Tis 


Statistical Source: Herald Tribune Continuing Home Study—uniquely complete analysis of 
@ newspaper's audience. For further data, write to Herald Tribune Market Research Department, 230 West 41st Street, New York 36, N. Y. 
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KSAN Names Atkinson Rep 

KSAN, San Francisco, has ap- 
pointed Atkinson Co., Hollywood, 
to represent it in Southern Cali- 
fornia 


NATION-WIDE FIELD SERVICE 
USEFUL TO ADVERTISERS AND EDITORS 
Organization of 500 capable Photo-Re- 
porters provides effective way to obtain 
on-location photos, case histories, stories, 
testimonials and releases. Write 


SICKLES PHOTO-REPORTING SERVICE 
38 Pork Place, Newark 2, N. J. 


East Orange Grocer Tells Admen How 
His Antic Advertising Lures Customers 


New York, April 1—‘Thirty- 
five million newspapers are sold 
in America every Thursday night, 
and the only guy who buys a pa- 
per to read my ad is—me! Half 
the time it’s so dull even I can't 


finish it. I'm thankful for one 
thing: the other guy’s ads are 
deader!” 


So spoke Max Buck, sales and 


advertising manager of Kings 
Super Markets, East Orange, N. J., 
recently, when he discussed food 
advertising at a meeting of the 
Metropolitan Advertising Men. 
Mr. Buck also described some 
of the unique operations of the 
Kings chain, which has 21 super- 
markets in a 30-mile Jersey area. 
The energetic ad manager never 


bothers to read his competitor’s 
ads, he said. “They're the same 
old thing. Last week he was chop- 
ping prices. This week he’ll be 
slashing prices. Next week he’ll be 
chopping them again. That’s the 
kind of two-bit advertising most 
markets are doing today.” 


@ Everybody advertises specials 
in his food advertising, Mr. Buck 
said, including the fellow around 
the corner who has “the same old 
specials.” 


- 


aaifieee, 


Even the most enthusiastic believer in tele- 


vision would hardly consider office sup- 


plies and equipment as easy items for it 


to sell. 


However, McQuiddy Printing Company 
of Nashville, after watching WSM-TV 


Want to push your sales up 20%? 


pile up success stories in equally difficult 
fields, decided to see what it could do 
with office supplies. A short announce- 


ment schedule followed by a once weekly 


half hour was started the first of January, 


1952. As of February |, 


1952, sales for 


the office supply division were up ap- 


proximately 2U% over January of the 
year before. And the WSM-TV schedule 
was the only advertising done by Mc- 


Quiddy Printing Company! 


Just one more bit of evidence that WSM- 


in front of its cameras. 


eye openers! 


Nashville 


Channel 4 


WSM.-TV 


TV can sell practically anything you put 
If you'd like to 
hear more about this or any one of the 
many other WSM-TV success stories, ask 


Irving Waugh or any Petry man. They're 


Advertising Age, April 7, 1952 


“Lots of retail food advertisers 
forget why those 35,000,000 people 
grab a newspaper off the stands 
every evening. It’s because they 
want news, they want romance, 
they want excitement. 

“They want to soar, they want 
to be exhilarated...and when 
they turn to the retail food store 
ads, what do we give them: Super 
| Suds for two-bits! 

“If food store merchandising 
had changed in the last 20 years 
as little as food store advertising 
has changed, we'd still be selling 
os out of old orange crates 
| 


> 


in white-washed garages! 


|@ Mr. Buck continued, in staccato 
delivery: 

“Our company hopes in its ad- 
vertising to capture two things: 
(A) The great big-heartedness of 
the man who owns our business, 
his little-boy friendliness, his man- 
in-the-street goofiness [a refer- 
ence to Mr. Joe, the company’s ro- 
tund trademark character]. (B) 
And we look for the news smash, 
the timely twist that will give our 
ads the impact of news. 

“We don’t address our ads to 
customers. We talk to neighbors. 
Our ads are sprinkled with corn, 
because our neighbors like corn. 
They're gossipy ads because our 
neighbors like gossip. They're good 
humored and friendly because our 
neighbors are good humored and 
friendly. We want ads without the 
professional taint of big business 
but loaded with the talk you'd 
pick up in a back-fence chat... 


@ “We had a violent storm in Jer- 
sey some months ago. Trees 
crashed, windows buckled, roofs 
blew away. Mr. Joe was at home 
looking out the window. 

“Brother, was he surprised when 
two Kings markets floated by. In 
the stores that were left, our clerks 
worked with boots on their feet and 
candles in their hands. The shop- 
lifters had a great day. It was a 
lousy time to be in the self-serv- 
ice business. 

“Thirty-six hours later, the 
storm lifted. Mr. Joe dashed to the 
newspapers and put in ads prais- 
ing the brave utility men, the 
fearless clerks in our stores, the 
few hardy customers who braved 
the elements. 

“He wept like his heart was 
breaking. He had no right to act 
that way. It was one of the best 
days we ever had. The gale blew 
people IN! 


are always front 
page news. In Kings we attract 
more crooks than customers... 
Once, when a burglar pulled an 
extra neat, workmanlike job, Mr. 
Joe admired the work so much he 
offered the burglar a job. Nobody 
answered the ad. 

“Newsy ads can reverse them- 

selves,’ Mr. Buck pointed out, and 
{contribute to the front page as 
well as borrow. When Kings was 
|looking for an item that would 
| build volume and attract attention 
|it decided to sell automobiles for 
83¢ a pound, “less than the price 
of steak.” 
{ “The first sale we made,” Mr. 
| Buck added, “the woman driver 
took the front door along with 
her.” 

Aside from its advertising poli- 
cy, Kings is outstanding for some 
of its internal policies. For one 
thing, clerks are considered as 
merchandisers who own their de- 
partments. It has a year-round 
contest program (“we have so 
many contests going on that some- 
times our men forget what they 
are competing for”) and sends 
employes on trips to food and 

beverage plants. 


@ “Robberies 


Cole Co. Names Condeft 

William Condeff, formerly with 
Theodore H. Segall Advertising, 
San Francisco, has been appointed 
art director of L. C. Cole Co., San 
Francisco. 
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Comics magazines are 
virtually legal tender 
among their young 
enthusiastic readers. They 
are read and swapped . . . 
read and bartered . . . read 
and traded . . . read and 
passed along until they are 
literally worn out! 

That's how advertising in 
comics books is hard 

at work around the clock 
and around the calendar, 
making friends and 
followers 365 days a year. 
Little wonder that 
advertising pays off . . . plus! 


National 
Comics 
Group 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO) PORTLAND 
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Advertising Hit in Senate Study 


purgated version dictated by com- 
mittee members reads in full: 
“A large part of the increased 
use of newsprint in this country 
in the postwar years is due to an 


(Continued from Page 1) 

wasteful use of advertising.” 
Incendiary proposals on adver- 
tising were included in the version 
of the report filed by a five-man 


subcommittee headed by Sen. Hu- increase in advertising, particu- 
bert Humphrey (D., Minn.). Soon larly in the large metropolitan 
after the full committee received dailies. The increase in advertis- 


ing is, of course, directly related 
to the increase in general business. 
The subcommittee is fully con- 
scious of the important role ad- 
vertising plays in American busi- 
ness activity. It must be recog- 
nized that postal subsidies and tax 
regulations tend to stimulate ad- 
vertising that may be unnecessar- 
ily extravagant and not particu- 
larly productive. Possibly our gov- 
ernment can give more considera- 
tion to its postal and tax regula- 
tions.” 


- the draft, fireworks began. The ex- 


Here's What We Read! 


If you want full information about 
our coverage drop us a line asking for 
our Beoklet No. 60 which lists more 
than 2100 publications that we read, 
divided into four major classifications. 
. Booklet also contains some interesting 
information about our method of han- 
dling clippings. Booklet No. 50" Maga- 
zine Clippings Aid Business” cells 
how the service is used by business 
organizations and their agencies. 


BACON’S CLIPPING BUREAU 
Business Papers @ Farm Publications 
Censumer Magezines 
343 So: Dearborn St., Chicago 4 


® The earlier version read: 

A very large part of the increased use 
of newsprint in this country in the post- 
war years is due to an increase in adver- 


tising, particularly in 
politan dailies. This, 
part to the fact that newspaper adver- 
tising rates have not, in general, in- 
creased nearly as much as either the cost 
of newsprint or the price of commodities 
generally. Furthermore, advertising rates 
often tend to encourage extravagant and 
wasteful use of advertising space It 
would appear that publishers might par- 
tially meet the newsprint shortage with- 
out endangering their profit by raising 
and adjusting their advertising rates 
as to discourage unnecessary use of ad 
vertising space. That has been done in 
England in the face of a much more se- 
vere shortage than this country has ex- 
perienced. It be recognized that 
government policies are partially 
responsible for the extravagant use of 
advertising. Under the tax laws, a pros- 
Perous business in effect gets a large 
reduction the dollar cost of adver- 
tising. On top of this the Post Office 
pays a substantial part of the cost of 
distributing the advertising. Certainly 
there is serious doubt whether the 
ond class subsidy would include incurring 
a deficit in order to permit low rates for 
the distribution of advertising simply be- 
cause it is printed newsprint. When 
advertising is of an essentially political 
nature, there is even greater doubt as to 
the propriety of the government policies 
which encourage it.” 


the large metro- 


in turn, is due in 


so 


must 
also 


on 


sec- 


on 


® The flareup on advertising di- 
verted attention from the multitude 


of data included in the subcom- 
mittee’s voluminous analysis of the 
reasons for newsprint shortages 
and the steps that are required for 
newsprint production. Concluding 
that a worldwide shortage exists 
and will continue to exist, the com- 
mittee had three major sugges- 
tions: 

1. Legislation to encourage for- 
mation of newsprint cooperatives 
by publishers. 

2. Legislation to provide long- 
term leans for publishers’ co-ops 
and others. 

3. Priorities for construction of 
mills. 


® The report was prepared by Lee 
Lovinger, Minneapolis attorney 
and former Justice Department 
employe. It was based on reports 
of a score or more of earlier con- 
gressional investigations, plus an 
analysis of questionnaires circu- 
lated in the publishing industry. 
These questionnaires were re- 
turned by more than 1,000 weekly 
and about 500 daily newspapers. 
From committee sources, AA got 


: Most popular 
: 1952 models! 


Air Express ! 


repair time, builc 


dealers, motor car companies advise: 
“For faster turnover, lower inventory, 
more good-will; order repair parts via 


Air Express yr cuts days from 
s dollar business at a 


IT’S PROFITABLE —Air Express service 
costs less than you think, gives you 
nany profit-making opportunities. 


New parcel post regulations affect you? 


cost of pennies. Whatever your need, 


, du Ca 1 
This year, three out of four cars on you cam promt trom 


U.S. roads will be old models! 


39€¢ will be three to nine years old— 
their major repair age. No wonder motor 
experts say this is the year of repair! 


lo thousands of auto service dealers 
hundreds of miles from factories and 
parts depots, this great demand for 
4 repair parts will pose a problem 


aC 20 exita cost. 


Thats why, in sales meetings with 


Express. Here's why: 

IT's FASTEST — Air Express gets /o/ 
¥ priority of all commercial shipping 
services — Zives the fastest, most com- 
plete door-to-door pickup and delivery 
service in all cities and principal towns 


regular use of Air 


IT’S DEPENDABLE — Air Express pro- 
vides one-carrier responsibility all the 
way and gets a receipt upon deliver) 


Call your local agent of Air Express 
Division, Railway Express Agency. 


SAR EXPRESS 


GETS THERE FIRST 


Advertising Age, April 7, 1952 


this history of the section on ad- 
vertising. In comment added to 
their questionnaires, AA was told, 
several publishers listed low ad- 
vertising rates among the causes 
of the newsprint shortage. The 
section on advertising was included 
in Mr. Lovinger’s draft but was 
challenged by members of the 
subcommittee. Despite this chal- 
lenge, AA was told, the section 
was accidentally left in the copy 
which went to the printer. It was 
caught at once by members when 
texts of the report were sent to 
them last week. 


® Protesting statements were is- 
sued by Sen. Andrew Schoeptel 
(R., Kan.) and Sen. Edward Thye 
(R., Minn.) blasting the advertis- 
ing language, and Sen. Humphrey 
in an interview disowned it. 

According to staff members, 
however, the first protest came 
from Sen. John Sparkman (D., 
Ala.), small business committee 
chairman, who phoned March 26 
and ordered the report held up. 

At today’s meeting, virtually all 
committee members jumped on the 
advertising section. Sen. William 
Benton (D., Conn.) termed it 
naive. He said publishers would 
raise rates if they want to, when 
and if they could. 


s Except for the advertising para- 
graph and a short sentence in- 
cluded in a _ paragraph headed 
“Freedom of the Press,” the 239- 
page subcommittee report was 
adopted intact. 

The report consists of the com- 
mittee’s observations plus a volu- 
minous appendix reproducing the 
comments of publishers, associa- 
tions and producers. Reports from 
the publishers include several 
which refer to the fact that low 
advertising rates have stimulated 
use of newsprint. 

Meanwhile, at the Four A's 
meeting in the Greenbrier, Erwin 


|D. Canham, of the Christian Sci- 


ence Monitor, advanced a startling 
suggestion: that newspapers raise 
advertising rates substantially, 
“thus causing advertisers to use 
less space, but—since advertising 
impact is relative—getting just as 
much value for the same expendi- 
ture as before.” 

This would be aimed at a 5% 
diminution of U.S. newspaper ad- 
vertising volume, which—while the 
revenue remained the same- 
wouid come close to solving the 


' world newsprint problem 


76™ In RETAIL SALES 


among Sales Management's 
162 Metropolitan County Areas 


j 
| 
| 
] 


7 
} lr your radio campaign is 
; based on the first 100 mar- 


kets according to Retail Sales 


lt volume—ther over 234,000 


Quad-Citians are buying 

above your standard. ! 
' WHBF has worked with 

mind, body and its facilities 


' 
; 
} to assist in the progress and 
t growth of the Quad-City 
y area to a major market 
position 
€: Les Johnson, V.P. and Gen. Mgr. j 


WHEE: 


Represented by Avery Knodel inc 
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They laugh 


when | sat down to call— 


at Sn ee 


Me ge 


but now they all Say it with 
2 FLOWERS-BY-WIRE 


The boys roared when I wired flowers to Tom Marshall 


of Acme Products. He had just become a proud papa. 


But the next day his receptionist rolled out the red rug, whisked me 
into his office. Arranged in a vase on his desk, those flowers started the 
ball rolling my way. Tom liked that extra touch of thoughtfulness. I sailed 


out of his office on a cloud, with a good order in my pocket. 


So I had the last laugh. But they've learned. 
Now they all say it with FLOWERS-BY-WIRE! 


FLORISTS’ TELEGRAPH DELIVERY ASSOCIATION 


Headquarters: Detroit, Michigan 


FLOWERS ARE BEAUTIFUL BUSINESS BUILDERS 


On opening days + on anniversaries + on special events + asa ‘thank you” for the 


order + on almost any business occasion + for those at home when you're away. 


You can wire flowers to anywhere... from anywhere... more than 18,000 F.T.D. 


. 
ey a and Interflora Member Shops at your service! 


It identifies the right shops! 
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S Supermarket News 


A Fairchild Publication 7 East 12th Street, New York 3,N.Y. & 


RETAILING DAILY 


FOOTWEAR NEWS MEN'S WEAR “Our Sa 


chance to hedge 
the news fast... 


Supermarket News 


SUPERMARKET NEWS will get the news to you in time to do something about it. 
It will be the fastest news in the food industry—at least twice as fast. It will carry 
every significant piece of news—up to the minute we go to press—and we will go 
to press the night that SUPERMARKET NEWS is mailed. If something happens 
as we go to press, we'll rip up the forms and include it. We can afford to—because 


our giant presses are capable of 50,000 copies an hour. 


We will carry more news from more parts of the world because we have 350 corres- 
pondents, 24 branch offices, an extensive and amply staffed Washington Bureau, and 


1,600 people to gather, set, print, and deliver the news. 


It will cover the supermarket and allied fields like a blanket. It will be analyzed, 
interpreted and written with integrity—because that’s the creed at Fairchild. No 
punches will ever be pulled. 


SUPERMARKET NEWS—like all Fairchild Publications—will be read intensively. 


It will have to be so, so that no ads are ignored. 


Here is a paper that nobody with an equity in food—retail or wholesale—can ignore. 
In fact we aim to make it so important that you just won't be able to get along 


without it. 


Now is the time to take advantage of our introductory offer: $1.00 a year. 
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Precedent Gets a Kicking Around 


Last week ADVERTISING AGE carried items about Meck TV opening 
a chain of retail stores, and about the freezer-food plans which are 
creating something of a rumpus in food circles. 

The significance of these stories lies in the fact that they demon- 
strate convincingly the trend toward experimentation in merchandis- 

Suing. It is no secret that established lines of distribution are breaking 
@own, and that patterns are changing 

"But the strange thing to note is that distribution patterns are not 
breaking down of themselves—they are being broken down deliber- 
@tely. Venturesome sales and advertising people are actively seeking 
n@w methods of selling. Far trom being awed by the feeling that the 
right way to sell merchandise is the way it has always been sold, 
they are experimenting, breaking with tradition, seeking out new 
paths. 

This sort of thing is disturbing to those who do not like their 
neat patterns upset. It means that all merchandisers must keep a 
sha@rp weather eye on the experimenters, to make certain that what 
théy are doing, no matter how silly it may seem at first glance, 
@@@sn't turn out to be well worth emulation 

Brom the over-all standpoint of the economy, however, this con- 
Stamt dissatisfaction with things as they are in the distribution field 

ty} 


i$ & fine, worth while thing. Not everything anyone tries is going to 
w@k out well, but once in a while an experimenter discovers some- 
thing useful. When he does, he helps himself most, of course, but he 
i] algo helps the whole economy in the long run, by demonstrating a 
m@e effective and frequently a less expensive way to move merchan- 
dise. 
The interesting thing—and perhaps it is significant—is that the 
greatest selling normally 
comes in a time of bad business 


urge to experiment in distribution and 


The depression fathered a host of 
experiments in selling, and the reason it did was obvious. It was 


nearly impossible to make sales in the old, established way; if you 


wanted to stay alive, you found some better or at least different 
means of moving your goods 
These are not depression days. Yet the hunt for new means of 


effectively attacking a market indicates that for many people, selling 
is tough. To gain a lap on competitors, or even to stay even with them, 
they must find some new, easier way of getting their products into the 
hands of consumers. 

The smart merchandiser does al] the experimenting he can. He 
also keeps as fully informed as possible on the experimenting other 
people are doing. But the smartest trick of all is to make sure that 
a new method is really a new method, and not just a gimmick whose 


success is due to its novelty 


What Are We Working For? 


A rather lively discussion has been going on in AA’s Voice of the 
Advertiser department, touched off by Jim Woolf's recent assertion 
that people are in business, and work, to make money. 

Actually, people are not in business to make money. Money is a 
symbol along the road, like advertising readership. Advertisers don’t 
run ads to get readership; they run them to make sales, and the 
readership is merely an indication (they hope) that they are making 
the right impression. It’s the same with money. Nobody works just to 
make money, but to make money so they can exhibit the trappings 
of success, keep up with the Joneses, spend their winters in Florida, 


or whatever they want to do. 

And decent people work not only to get money, but to get a little 
fun out of what they're doing; to do a little better job than has been 
done before; and perhaps to make life a little easier and a little more 
pleasant; not just for themselves, but for the people around them, and 
for the world at large 


“Since you don’t want the competition to know what you're doing, we suggest 
running this as your next full-page newspaper ad.” 


—CFAC News 


What They're Saying 


More Ink on More Paper 

To answer one question fre- 
quently put to me, lithographic vol- 
ume has increased from about 
$75,000,000 in 1924 to about $900,- 
000,000 in 1951. About $450,000,000 
of that increase has been since 
1942. 

Much of the increased volume 
was new rather than converted 
business. The vast increase in 
highly illustrated children’s books 
favored lithography because of the 
large areas of color, just as the 
vast increase in children’s comics 
books favored rotary letterpress 
equipment. 

The increasing demand for shelf 
appeal of package merchandise on 
all kinds of stocks to parallel the 


highly colorful food advertising 
helped to increase lithographic 
labels and package volume, The 
vogue for business systems and 
forms also added substantial new 
volume. 


From concentration on large area 
| posters, displays and calendar sub- 


| jects, customer demand began to, 


force lithography through offset 
to greater flexibility and diversifi- 
| cation—even to wider use of coated 
stocks and gloss inks. 
| Based on experience in having 
produced and sold work in all three 
| printing processes for nearly 40 
years, as well as having been iden- 
tified with research and craft 
training in all three processes, this 
is my considered personal opinion: 

1. Neither the public nor the 
customer viewing a commercial 
piece of printing gives a continen- 
tal what process was used to pro- 
duce it. 

2. Each process has ample room 
for expansion. 

3. This adds up to need of con- 
centration on better end-use value 
of products resulting from putting 
ink on paper in any process 


4. It requires better understand- 
ing and better cooperation of the 
various media within the graphic 
arts, including newspapers, maga- 
zines, poster operations, commer- 
cial printers, lithographers, and 
even advertising agencies, adver- 
tising managers and public rela- 
tions counsels. For much of their 
bread, too, is buttered by ink on 
paper. All of us are interdependent 
and contribute to better end-use 
value of methods of putting more 
ink on more paper. 

—Wade E. Griswold, executive di- 

rector, Lifhographic Technical Foun- 

dation, before a joint meeting of New 

York Employing Printers Assn., Print- 

ing Estimators & Production Men's 


Club and Young Printing Executives 
Club, March 10, in New York 


Suggestion 

Wouldn't it be wonderful if we 
could create a new home economics 
program which would be more 
than just another cooking show of- 
fering new recipes? The program 
could be designed to help the new 
housewife, for example, offering 
suggestions for better economics in 
the home, new ideas and time-sav- 
ing ideas for household chores. Not 
that cooking shows aren't all right 
—they are! However, there are 
many other things about the home 
which could be delved into and 


Advertising Age, April 7, 1952 


Rough Proofs 


Gladys the beautiful reception- 
ist says she sees Heublein’s are 
offering two cocktail glasses with 
their product, and she supposes 
this is what is referred to as a self- 
liquidating premium. 


Julian Watkins says copywriters 
should be unshackled if they are 
to equal the peaks of the past. 

They want no help from Starch, 
Nielsen, Gallup or Robinson? 


Like so many other advertisers 
whose products have become too 
popular for their own good, the 
makers of Chartreuse find the 
name of their fine liqueur being 
written lower case to describe a 
fashion color. 


The Minneapolis Star & Tribune 


| talks about “the feminine instinct 


televised as far as home economics 

programs are concerned. | 

Norman C. Lindquist, vice-president | 

and TV director, Atlas Film Corp., | 

speaking to the Chicago group of | 
Home Economics in Business 


How's That Again? 
Do you know what happens to} 
a product when it is reduced to a} 
billion electrons and shot into the 
homes of millions of consumers? 
Everything that advertised or 
sold today must be studied from 
this viewpoint. 
Lead paragraph in press 


from Industrial Designers’ 
New York chapter. 


1s 


release 
Institute, 


for self-improvement” which is a 
“magic formula tested and proved 
irresistible.” 

That's why Elizabeth Arden and 
Helena Rubinstein have no trouble 
staying in business. 


Emil Simmons says manufac- 
turers’ display material is long on 
dignity and short on sell. 

He talks like a man who would 
have no compunction about taking 
the whiskers off the Smith 
brothers. 


John McLaughlin says the entire 
cost of advertising in this country 
is only a little more than the fed- 
eral taxes paid on cigarets. 

You can’t get Washington ex- 
cited about trifles of that kind. 


A drug wholesaler wants adver- 
tisers to provide “simple, usable 
information on advertising and 
product (no flipovers, please),” 
and asks that he not be dazzled 
with statistics. 

He'd better continue to wear his 
dazzle-proof spectacles. 


Manufacturers of modern heat- 
ing are cooperating very well with 
the soft drink industry, as Seven- 
Up has staged a successful winter 
campaign built around the theme, 
“It’s always summer in the home.” 


According to Robert Templeton’s 
stirring saga of the successful bat- 
tle waged on the Coast against 
the soap titans, White King has 
become the new white hope. 


7 
BH&G talks about families “with 
the means to convert their ac- 
quisitive impulses into purchases.” 
They’re always prepared to obey 
that impulse. 
. 
TV advertisers who are demand- 
ing more time to sell haven’t had 


to sit through a succession of 
cigaret commercials on video 
lately. ° 

. 


We must be approaching the end 
of an era, as Advertising by Mod- 
ern Age has decided to close its 

doors. 
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- OUTPUT GROWS IN| 
NATION? Ss MOST-DIVERSIFIED 2 Sisk 
| 7 INDUSTRIAL AREA! | Si ae ii 


NEW PIASECKI HELICOPTER PLANT 


ADDS ANOTHER VITAL DEFENSE UNIT 
TO THE PHILADELPHIA AREA \ NS ’ 


Now expanding, the Piasecki Helicopter 

Corporation’s plant will soon have over 

one-half million square feet of space. It 

will be the largest helicopter plant in the 

oa entire industry... with production de- 
"4 voted 100% to military needs. 


ss THE INQUIRER PACES 
SETS NEW RECORD IN 1951! = 


THE ONLY PHILADELPHIA NEWSPAPER 
TO SHOW A GAIN IN 1951, INQUIRER 
PUBLISHES LARGEST VOLUME IN HISTORY 


First in National, Retail, Classified and 
Total Advertising, The Inquirer’s margin 
of leadership over the 2nd newspaper in- 
creased to 6,735,000 lines. Month after 
month, year after year, The Inquirer is 
first choice for sales. 


Now in its 19th 
Consecutive Year of Total 
Advertising Leadership 

in Philadelphia ' 


Che Philadelphia Mnguirer 


Philadelphia Prefers The Inquirer Re 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bldg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coost Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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is this the biggest advertising news of the year? 
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Selling with “Today”: 
- Anahist 
Doeskin 
‘ 


Florida Citrus Commission 


Kenwill Magikoter 


Kiplinger Washington Agency 

- American Research Bureau, average ',-hour rating—7 to 9 a. m., March 3-7 
= Knox Gelatine Co., Inc. - . a 

- . ... latest Nielsen, Feb. 11-22, 10 sponsored segments—6.6 

Mystic Fem 


Pure-Pak 


Regent Cigarettes 


Time Magazine 
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In two short months, “Today” has pushed its 
rating from 5.3 to 7.6 —a new mark for early 
morning television that many had thought 


all but impossible. The thirty-one-city 


daily audience has burgeoned swiftly 


to over 1,700,000 viewers — an increase of 53%. 


—_—_————— 


Garroway and his knowledgeable crew are 


opening the eyes of advertisers, too. To quote 
an example, Time Magazine bought this 
show for one five-minute segment to make 
one one-minute offer of a copy of Time’s 
Current Affairs Quiz. The results were so 
gratifying that Time snapped up 

a thirteen-week sponsorship. 

It adds up to this — “Today” is 


doing for early morning TV exactly 


what “Your Show of Shows” did 

for Saturday night and “The Kate 
Smith Show” for daytime selling 

(each the top show in its class ever since 


going on). And “Today” is doing this 


spectacular job at prices any ambitious 


advertiser can afford ...as low as $2,332 


| ee 99 

aross for time and talent. 
: 

{ OC Great day in the morning! 


NBC TELEVISION 


America’s No. 1 TV Network 
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NEW CLOSING DATE! 


Effective with the JUNE, 1952 issue, CLOSING DATE for 
PACKAGING PARADE will be: 


Ist OF MONTH PRECEDING PUBLICATION 
ISSUE DATE becomes: 
Ist OF PUBLICATION MONTH 
Copy to be set must be in 5 days before final closing . . . 
Remember—The JUNE issue of PACKAGING PARADE closes 
MAY 1, appears JUNE 1. 
SSESESSSSERSEEEREEREREREEEEES 


HAYWOOD PUBLISHING COMPANY 
22 EAST HURON STREET, CHICAGO 13, ILLINOIS 


Guckacine CARA 


e = 


MORE DISPLAY PER AD $ 


15,000 ALL-BUYER CIRCULATION (CCA)*> UP TO 67% 


GO-GETTER—This smiling tiger will lung 
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the greatest 60 onearth 


@ at motorists from 24-sheet posters in a 


new circus-flovored campaign for Standard Oil Co.'s Red Crown gasoline. 


Agency Adds Slacks Account 

Ted Bernstein Associates, New 
York, has been appointed to direct 
advertising and sales promotion on 
San Juan slacks for Day's Tailored 
Clothing Inc., Tacoma. Trade and 
consumer publications and direct 
mail will be used. 


PARTICIPATIONS ON THESE 
HARD-HITTING KNBH TV FOOD 


Results prove that television is particularly effective 

in selling food products. 

This is especially true in Southern California — one of the 
most heavily TV saturated areas in the nation. 

With retail food sales in food stores alone estimated * 

at $1.224,699.000 a year, Los Angeles and 

Orange Counties deserve your close attention. 


= 


Shown here are three of the top food participation TV shows 
in this area... all on KNBH —the aggressive NBC outlet 

in Los Angeles. Time is available on these shows for 

YOUR product. For details on the proved results these 
shows are delivering, consult KNBH, Hollywood, or 

or your nearest NBC Spot Sales office today. 


* Standard Rate & Data— Consumer Markets 1951-1952 


TO SELL 

THE BUYING 
MILLIONS IN 
AMERICA’S 
2ND LARGEST 
TV 

MARKET 


Circus Theme Set 
for Red Crown Gas 
Spring Ad Program 


Cuicaco, April 1—Standard Oil 
Co. (Indiana) is having a circus 
with its spring campaign for Red 
Crown gas, “the greatest GO on 
earth.” 

Newspapers will get the heaviest 
share of ads which tie in nicely for 
Red Crown with ads for Cecil B. 
DeMille’s current epic, “The Great- 
est Show on Earth.” Newspapers 
on the schedule include 1,215 
weeklies and 533 dailies in the 
Midwest. Color will be used in 50 
newspapers on April 16 and May 
28. 

Copy for the series features 
“king-size” circus animals (for the 
“king-size gas buy”) starting with 
the classic lion and later roping in 
the not-so-classic donkey and ele- 
phant. 


® Along with the newspaper series, 
the “greatest GO” theme will be 
pushed on radio and TV. The April 
17 Wayne King Show (NBC-TV), 
sponsored by Standard, will be 
built on a circus theme, and “great- 
est GO” commercials will be used 
on the company’s 169 weekly 
broadcasts over 27 stations in 24 
cities and over its 10-city TV net- 
work. 

Twenty-four sheet posters which 
depict a springing tiger will also 
be introduced in April. All Red 
Crown stations will be decked out 
in pennants, banners and animated 
window displays. Station attend- 
ants, doubling as ringmasters, will 
have circus-program handbills and 
clown masks as giveaways. 

McCann-Erickson prepared the 
campaign. 


N. Y. Law Bans TV in Courts 


New York state has made it un- 
lawful to televise, broadcast or 
|}take motion pictures of official 
proceedings at which witnesses are 
forced to testify. Passed by the 
| state legislature in the closing days 
of the current session, the bill, 
which bans such spectacular tele- 
casts as the Senate Crime Inves- 
| tigating Committee, was signed 
{this week by Gov. Thomas E. 
Dewey. The governor, who refused 
to testify during the Senate Crime 
Committee hearings last year, said 
“Official proceedings must not be 
converted into indecorous spec- 
tacles.” 


Consolidates PR, Ad Depts. 


Burlington Mills Corp., New 
York, has consolidated all of its 
public relations activities with ad- 
vertising department functions un- 
der the direction of Stanley 
Kramer, ad manager. Paul Menneg 
has assumed executive responsibil- 
ity for personnel activities. William 
Dunwoody continues as personnel 
director. 


Woods Ltd. Names Agency 

S. E. Woods Ltd., New York, 
maker of Falcon down-insulated 
sports wear, has appointed Owen & 
Chappell, New York, to direct its 
advertising. Newspapers and mag- 
azines will be used. 


Crummins to Erwin, Wasey 

C. Murray Crummins is leaving 
WNEW., New York, to join Erwin, 
Wasey & Co., New York, as a radio- 
TV writer-producer. 
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Seal of Approval 


In early history, the seal signified authority and the power of approval. 
It conveyed prestige, and the holder secured the favorable acceptance 
of leaders in his community. 

Today, many financial institutions are similarly building prestige 
and acceptance for their company name through advertising in Busi- 


ness Week .. . management's “most useful” magazine. 


REASON: Business Week is read by a highly concentrated audience 
of Management-Men ... executives entrusted with planning and car- 


rying out the fiscal operations of their firms. 


RESULT: Year after year, Business Week carries more financial ad- 
vertising addressed to business and industry than any other general 


business or news magazine. Men of finance, too, have found— 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 18, N. Y. 


In 1951 these 42 Firms Sought Management's ‘Seal 


of Approval” by Advertising in Business Week 


American-Financial & Develop- 
ment Corp. for Israel 
American-Marietta Co. 

(Financial Statement) 
American Securities Corp. 
Atlas Corp. (Dividend Notice) 
Bank of the Manhattan Co. 
Bank of Montreal 
Bank of Nova Scotia 
Bankers Trust Co. 

Blyth & Co., Inc. 
Chase National Bank of 

New York City 
Chrysler Corp. (Dividend Notice) 
City Bank Farmers Trust Co. 
Commercial Credit Co. 

Detroit Edison Co. 

(Financial Statement) 
Dillon, Read & Co., Inc. 
Duplan Corp., The 

(Financial Statement) 
Eberstadt, F. & Co., Inc. 

First Boston Corp., The 
Goldman, Sachs & Co. 
Goodbody & Co. 

Guaranty Trust Co. of New York 
Halsey, Stuart & Co., Inc. 
Hornblower & Weeks 


| 


| 


| 


Source: Publishers Information Bureau 


Insured Associations Dividend 
Bureau 
Keystone Company of Boston 
Kidder, Peabody and Co. 
Lion Oil Co. (Financial Statement) 
Loew's, Inc. (Dividend Notice) 
Marine Midland Trust Co. 
of New York 
Massachusetts Investors Trust 
(Dividend Notice 
Merrill Lynch, Pierce, Fenner 
& Beane 
Morgan Stanley & Co. 
National City Bank of New York 
Peoples First National Bank 
& Trust Co. 
Rayonier, Inc. (Dividend Notice) 
Safeway Stores, Inc. 
(Dividend Notice) 
Standard Factors Corp. 
Standard Oil Co. of New Jersey 
(Financial Statement) 
Standard Railway Equipment 
Mfg. Co. (Dividend Notice) 
Stone & Webster Securities Corp. 
Suffolk County Federal Savings 
& Loan Ass'n 
White, Weld & Co. 
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merchandising HELP 


We'll help you reach and sell Army, Navy and Air Force personnel, and their 
dependents, all over the world. We'll help you in every way, before you actually 
start advertising. Just ask! Our compete 10-point Merchandising Plon and the 
facilities of our Merchandising Service Bureau are available to advertisers in the 
~ TIMES group of weekly service newspopers. Optional coverage, through selection 
of editions published at home, in Europe and in the Pacific, plus merchandising 
permit tailor-made programs for this highly specialized, highly profitable 
Write for complete information and free 
Address nearest advertising 


services 
field representing millions of consumers 
dato book “Mass Selling & Sampling to the Millions 
: office in list below 


Army Times — Air Force Times — Navy Times 


Members: Audit Bureau of Circulations 
The Network of Weekly Newspapers reaching the U. $. Armed Forces Everywhere 
Advertising Offices 
Detroit: Guardian Building 
los Angeles: 6399 Wilshire Bivd. 
San Francisco: Monadnock Bidg. 


Washington: 3132 M. St, N. W 
New York: 41 East 42nd St 
Chicago: 203 N. Wabash Ave 


In Philadelphia, represented by R. W. McCarney, 1015 Chestnut St. 
Also 


LONDON FRANKFURT — TOKYO 


JWT Promotes Alton Farber 
Alton D. Farber has been pro- 
moted to assistant manager of the 
public relations department in the 
Chicago office of J. Walter Thomp- 
son Co. He joined the agency as a 
writer in 1946, and for the past 
four years has served as a public 
relations account representative. 


WLTV Appoints Grisham 

Charles F. Grisham, formerly 
manager of the Atlanta office of 
Edward Petry & Co., has been ap- 
pointed national sales manager 
for WLTV. Atlanta’s newest tele- 
vision station 


Church to Swain Advertising 


Norman A. Church has been 
appointed an account executive 
of L. J. Swain Advertising, Whit- 


tier, Cal 


Ashman Joins Henri, Hurst 

Jane Ashman, who has been 
writing TV films in Hollywood, 
has been appointed TV _ writer- 
producer for Henri, Hurst & Mc- 
Donald, Chicago. 


Codeglia to Bzcon Vulcanizer 

L. R. Codeglia, commercial ar- 
tist, has been appointed to the ad- 
vertising staff of Bacon Vulcan- 
izer Mfg. Co., Oakland, Cal. 


Miller Advertising Moves 
Nathan H. Miller Advertising, 
30ston, has moved to 216 Tremont 
St 
Ruse & Urban Move- 
Ruse & Urban, Detroit, has 


moved to new offices at 921 Book 
Tower. 


To sell 
Baby Foods 
to inland 

Californians 


(and western Nevadans) 


western Nevada is. . 
combination that gives you 


THE MOST LISTENERS More than any competit 
local stations . . . more than the 2 leading San Fra 
the 3 leading Los Angeles stations combined. 


listeners. 


California and western Nevada. 


McClatchy Broadcasting C 


Sacramento, California 
Affiliated with Inland California's 3 Leading Papers 


} THE SACRAMENTO BEE @ THE MODESTO BEE e THE FRESNO BEE 
KFBK KOH KERN KWG KMJ 
Sacr nto (ABC Reno Bakersfield CBS Stockton (ABC Fresno (NBC) 
te! enaen ealts 1530 ke 5000 watts, day; 1000 1000 watts 1410 ke 250 watts 1230 ke 5000 wotts 580 kc. 


watts, night 630 kc 


Baby foods or batteries, the way to sell in inland California and 
. on the BEELINE! It’s the five-station radio 


LOWEST COST PER THOUSAND More audience plus favorable 
Beeline combination rates naturally means lowest cost per thousand 
(BMB and Standard Rate & Data) 


Ask Raymer for the full story on this 3-billion-dollar market — inland 


Paul H. Raymer, National Representative 


ae 


e B 
. 


ive combination of 
ncisco stations and 
(BMB State Area Report) 


ompany 


\- A million people listen to the 


} 
| 


_| 
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No mother to guide me! 


ty 
Sergeants dog core products Se 
UNDERDOG—This gloomy pup is the 
kind that appeals to dog owners, accord- 
ing to N. W. Ayer & Son. Ayer looked 
into the matter for Polk Miller Products 


Corp., Richmond, Va., maker of Sergeant's 
dog products. 


Sad Dog Pictures 
Appeal to Owners, 
Ayer Study Shows 


New York, April 2—The pic- 
ture of a sad and droopy pooch, 
the research bureau at N. W. Ayer 
& Son has found, really appeals to 
dog owners. 

After analyzing 102 quarter- 
page ads for Sergeant’s Dog Care 


Products, made by Polk Miller 
Products Corp., Richmond, Va., 
Ayer learned that photos. of 


mournful, inactive dogs won near- 
ly twice as many readers as those 
of happy and frisky dogs. A third 
type of dog—the one with a non- 
chalant air about him—got even 
fewer readers. The ads tested ran 
in Life and The Saturday Evening 
Post from 1948 through most of 
1951. 


8 Based on these results, a new 
drive for Sergeant's products will 
feature large photos of sad and 
limp dogs. Only a few slightly 
cheerful hounds will sneak in. Ads 
will run in American Girl, Better 
Homes & Gardens, Boys’ Life, Col- 
lier’s, Grit, Life, Look, Pathfinder, 
and The Saturday Evening Post. 
Dog and sporting journals and 
several farm publications will also 
be used. 

Ayer researchers say that psy- 
chologists are not quite sure why 
people prefer pictures of despond- 
ent dogs. But some suggest that 
the average reader, unable to solve 
his own problems, gets a mental 
lift by thinking that at least he 
could help the dog. 

Dog models who make the grade 
for the Sergeant’s campaign, says 
Ayer, will have to give the im- 
pression that life is all fleas and 
no dog biscuits. 


Three Join N. W. Ayer 


F. J. Eglies has joined the plans 
merchandising department of N. W. 
Ayer & Son, Philadelphia. He for- 
merly was with L. Maberger & Co., 
Newark. John W. Garberson, until 
recently publisher of the Messen- 
ger, Marshall, Minn., has joined 
the same department. J. Sanders 
Haas, formerly in the ad depart- 
ment of Cities Service Co., New 
York, has joined the selection staff 
of Ayer’s media department. 


Ford Releases Film on PR 
Ford Motor Co. has released a 
new 16mm color film, “The Silent 
Voice,” made to show the purpose 
of the public relations staff in a 
large industrial organization. The 
25-minute film is available through 


the company’s six regional film 

libraries and through Ford and 

Lincoln-Mercury dealers. 

Philco Offers Private Ear 
Philco Corp., Philadelphia, is 

distributing a newly developed 


Private Ear for use with a clock- 
type or portable radio. The device 
allows the wearer to listen to the 
radio without disturbing others. It 
retails for $12.50. 
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Magazine Ad Drive 
for Lemon Products 
Set by New Board 


Los ANGELEs, April 1—Two new 
ways to make lemonade will be 
featured in the first magazine ads 
scheduled for June by the newly 
created California Lemon Products 
Advisory Board. 

Better Homes & Gardens, Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCall’s and Woman’s Home 
Companion will carry b&w ads to 
kick off the campaign. Full-color 
ads are scheduled for Life (June 
23) and Look (July 15). 

Ads will show how lemonade 
can be made with canned or fresh- 
frozen lemon juice, or with lemon 
concentrate. The principal aim of 
the campaign is to show the house- 
wife why all three lemon products 
should be staples in her kitchen. 


@In addition to the magazines 
listed above, the board plans a 
heavy schedule in the grocery-| 
store-distributed magazines— 
American Family, Better Living, 
Everywoman’s Magazine, Family 
Circle and Woman's Day. 

Chain Store Age, Food Topics, 
Progressive Grocer and Super 
Market Merchandising will carry 
the lemon products story to the | 
grocery trade, starting in April. | 
In the frozen food field Frosted | 
Food Field and Quick Frozen 
Foods are on the list. | 

The campaign runs through Oc- 
tober, and is being handled by Mc- 
Cann-Erickson’s LA office. 


Spiegel Promotes Buechler 

Adolph Buechler, mail order ad 
manager since 1948, has been pro- 
moted to merchandise manager of 
auto-hardware lines for the mail 
order division of Spiegel Inc., Chi- | 
cago. He succeeds James Mathews, 
who has resigned. 


MacLaughlin Adds Ortner 


MacLaughlin Advertising, Buf- 
falo, has been appointed to handle 
advertising for F. C. Ortner Dis- 
tributing Co., Buffalo. Local tele- 
vision, radio and national maga- 
zines featuring the company’s new 
deep freezer will be used. 


Mrs. Williams Named PR Head 


The American Walnut Manufac- | 
turers Assn., Chicago, has appoint- 
ed Mrs. Ruth Kroger Williams di- 
rector of public relations. Mrs. | 
Williams has been in the public) 
relations field in Chicago for sev-| 
eral years. 


F&S&R Appoints Huhn A.E. 


George A. Huhn II, formerly 
assistant to the national retail 
sales manager of the automotive 
accessories at Sears, Roebuck & 
Co., Chicago, has been appointed 
an executive of Fuller & Smith & 
Ross, Chicago. 


Adds Colonial Life Insurance 

United Advertising, Newark and 
New York, has been appointed to 
handle an advertising and public 
relations campaign for Colonial 
Life Insurance Co. of America, East 
Orange, N. J 


Joins Earle Ludgin & Co. 


Walter B. Martin, formerly a 
copy director and writer for Ta- 
tham-Laird, Chicago, has been ap- 
pointed creative supervisor of 
Earle Ludgin & Co., Chicago. 


Appoints Wilbur Agency 

Lewis Asphalt Engineering Corp. 
has appointed William Wilbur Ad- 
vertising, New York, to handle na- 
tional and trade advertising. 


‘Fueloil,’ ‘Gas Heat’ Move 
Heating Publishers Inc., pub- 
lisher of Fueloil & Oil Heat and 
Gas Heat, has moved to 2 W. 45th 
St., New York 36. 


Form Hunt & Associates 

W. H. Hunt & Associates, ad- 
vurtising, publicity and marketing, 
has been formed at 6399 Wilshire | 
Blvd., Los Angeles. 


Names Wright Advertising 


Wright Advertising, Pittsford, 
N. Y., has been appointed to direct 
advertising for Beaver Tractor Co., 
Stratford, Conn. Farm and garden 
publications, newspapers and busi- 
ness papers will be used. 


Lewis Joins Gershuny Agency 
Herschell Gordon Lewis, former- 
ly producer-director for WKY-TY, 
Oklahoma City, has been appoint- 
ed director of radio and television 
of Gershuny Associates, Chicago. 


Kempe Boosted to Ad Head 


Fred Kempe, who has been with 
the public relations and advertis- 
ing department for the last three 
years, has been promoted to ad 


manager of Portland General) 


Electric Co., Portland, Ore. 


Joins ‘Western Merchandiser’ 

Barbara Boothe, formerly with 
Kellogg & Associates, San Fran- 
cisco, has joined Western Mer- 
chandiser, San Francisco, as news 
editor. 


ja CHANGE-AD FRAMES 
For BUS...TROLLEY ow 


TRUCK FLEETS and TAXIS 


@ HEAVY DUTY FRAMES @ PHOSPHATE COATED STEEL 
@ SOLID or OPEN BACK @ MATCHED COLORS in BAKED ENAMEL (Optional) 


Uneretere end Priens THE YARDER MANUFACTURING CO. 
without ebfigation 816 Phillips Avenue * Toledo 12, Ohio 
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Clayton Reverses 
Sales Pitch After 


Opinion Survey 


Et Monte, Cat., April 2— 
Taking its cue from a dealer opin- 
ion survey, Clayton Mfg. Co. here 
has reversed its Dynamometer 
sales pitch. 

For some years now Clayton has 
used the theme that the Dyna- 
mometer, an instrument for meas- 
uring force exerted by an auto- 
mobile while in operation, pin- 
points car troubles by scientific 
means, thereby eliminating the 
need for a costly road test. 

However, dealers pointed out 
that the Dynamometer doesn't ac- 
tually replace the road test but 
merely moves it indoors. When in- 
doors, it can be handled with 
greater speed, safety, economy and 
certainty, they opined 


@® Now Clayton has developed a 
new campaign around the theme 
that there’s nothing like a road 
test for uncovering car troubles, 
but there's no better road test than 
a Dynamometer test 

Preliminary versions of the new 
ad series have been passed out to 
dealers. If approved, the new 
theme will be featured in coopera- 
tive newspaper ads, radio and TV 
Spots and outdoor posters. 


™, Franklin Associates, San Pedro, 


Cal , is the Clayton agency. 


Botsford, Constantine Elects 
New Officers, Adds Lindsay 
Botsford, Constantine & Gard- 
mer has elected the following new 
oe Elizabeth Eyerly, execu- 
e v.p. and manager of the New 
York office; John C. Buker, v-p., 
San Francisco; Bryce Spruill, Don- 
ald M. Lawton and Edwin J. Mit- 
—. v.p.s, Portland, Ore., of- 
e, and John Heveflly, v.p., Seat- 
tle. W. W. Woodbridge, v.p., Seat- 
. has been appointed chairman 
the agency's operating commit- 
MMeanwhile, the agency's San 
F¥ancisco office has appointed 
Janet Lindsay, formerly with Biow 
Co., a media buyer 
Admiral Promotes Browe 
Henry A. Browe has been pro- 
mpted to the newly created posi- 
tién of sales manager for the ra- 
division of Admiral Corp., Chi- 
cago. Mr. Browe had been adver- 
ting and sales promotion man- 
~ ad for Appliance Distributors, 
miral's Chicago branch, since 
1948 


Tell ‘Em 


in 
South Dakota's 
Leading 
Newspaper 
: 
Sell ‘Em 
in 
South Dakota's 


Biggest 
Market 


é SIOUX FALLS 


er 


PR Group Elects Schmidt 

Arthur A. Schmidt, formerly di- 
rector of advertising and publi- 
city for Columbia Pictures Corp., 
has been elected v.p. of Public Re- 
lations Management Corp., New 
York. PRMC is a merger of 15 
leading public relations firms in 
principal cities across the country. 


Pick-N-Pay Appoints Brown 
Mrs. Mary K. Brown has been 
appointed advertising and promo- 
tion manager of Pick-N-Pay Su- 
per Markets Inc., Cleveland. She 


|formerly was ad manager and; 


homemaker’s service director for 
Grand Union Co., which operates 
approximately 300 supermarkets 
and food stores in six eastern 
States. 


‘True’ Hikes Rates 

True will have a circulation 
guarantee of 1,600,000, effective 
October, 1952. The b&w page rate, 
consequently, will be increased to 
$4,690 from $4,400. Other space 
units will be increased proportion- 
ately. 


Red Star Yeast Boosts Two 

Red Star Yeast & Products Co., 
Milwaukee, has promoted James 
A. Kirkman Jr. to v.p. in charge 
of sales and advertising. Mr. Kirk- 
man has been with the company 
for three years. Robert T. Foote, 
with the company 11 years, has 
been elected v.p. in charge of man- 
ufacturing and research. 


Lamsa Campaigns in Texas 
Lamsa Airlines of Mexico will 

soon start a special campaign in 

Texas to publicize the route be- 
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tween Monterrey and Mazatlan. 
Through Publicidad D’Arcy, Mex- 
ico City, the airline has obtained 
the services of Amyx Travel Pro- 
ductions, Mission, Tex., to help 
acquaint Texas fishermen with the 
deep sea fishing at Mazatlan. 


Stanfield Ltd. Gets Account 

Harold F. Stanfield Ltd., To- 
ronto, has been appointed to di- 
rect advertising for Allcock, 
Laight & Westwood Co., Toronto, 
fishing tackle and ski equipment 
manufacturer. 
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* Council Announces 

ar-Round Sales Push 
. monthly program to stimulate 
sales on a year-round basis 
been instituted by the Toy 
idance Council, New York, ac- 
ding to Melvin Freud, presi- 
it. This is reportedly the first 
ne that an industry-wide group 
the toy field has undertaken a 
ogram to balance lopsided sales. 
The comprehensive program fea- 
ires a direct mail campaign to 
irents from April to September, 


| paper ads, placed by retailers, em- 
| phasizing children’s need for play- 
{things on a year-round basis. A 
| 12-page monthly booklet will be 
sent describing 14 outstanding 
playtools for children of all ages, 
selected by an impartial commit- 
tee of experts. Five hundred thou- 
sand booklets will be sent on the 
first mailing. 


| ARF Names Two 


| J. Baxter Gardner, v.p. of 


| tising manager of Kudner Agency, 
New York, have been named to 
fill two vacancies on the Adver- 
tising Research Foundation’s ad- 
ministrative committee in charge 
of its Continuing Study of Trans- 
portation Advertising. 
| 
|Goodman Named Ad Manager 
Abe Goodman, assistant adver- 
tising manager for the past three 
| years, has been appointed adver- 
| tising manager of 20th Century- 


Loeb Named ‘Cue’ Treasurer 
Edward Loeb, business manager 
of Cue, has been elected treasurer 
and a member of the board. He will 
also continue as business man- 
ager. Wallace Winslow, formerly 
secretary-treasurer, continues as 
secretary of the corporation. 


‘Promotes Harold Holtz 

| Harold F. Holtz, advertising 
and marketing manager, has been 
promoted to sales manager of the 


|Frankfort Distillers Corp., and| Fox, New York. He succeeds Jonas boiler division of Cleaver-Brooks 


plus a series of institutional news-! W. F. MacDonald, outdoor adver-! Rosenfield Jr. 


Co., Milwaukee. 


“One of the most important books on our spring list” by Simon & Schuster, April 7, 1952. 


Ou and thousands of American business- 
men must be thanked for nourishing a beanstalk 
in FORTUNE's front yard. 


FORTUNE planted it with the publication (Sep- 
tember, 1950) of “Is Anybody Listening?”. You 
responded with letters, speeches, management 


conferences, TV panel shows, office-water-cooler 
symposiums. 


Now “Is Anybody Listening?” is part of the lan- 
guage of business—has blossomed into a book 
—is the subject of heated conversation from the 
industrial Northwest across the country to the 
new technological South. This is how it happened: 


“Is Anybody Listening?’’, the first of a series, 
appeared in FORTUNE’s issue of September, 1950. 


The business world reacted at once. Most of you 
cheered... some of you got mad... but the im- 
portant thing is that nearly everybody had some- 
thing positive to say about it. 


The nine other articles in FoRTUNE’s ““Communi- 
cation” series followed in rapid succession. 
Remember, for instance, ‘“‘The Wives of Manage- 
ment’’? 

V 


And the ideas of ‘‘Communication” grew... 
through word of mouth and printed page and 
air wave. 


Today, ‘‘Communication’”’ is a by-word in the of- 
fices, plants and homes of the nation. As such 


it seemed to deserve a permanent form—and so 
Simon & Schuster now publishes all of “‘Com- 
munication’s”’ major chapters in book form, 
taking the title from the original article: ‘Is Any- 
body Listening?” 

Vl 


The publication of ‘Is Anybody Listening?” is just 
another example of how the thought-and-talk- 
provoking articles in FORTUNE burgeon into “bean- 
stalks.’’ Thus, FORTUNE’s Business-News-In-Depth 
month after month prompts executive discussion 
and decision all through the world of business. 
It's a continuing process. For instance— 


Beginning in Fortune in April js an entirely new and 
thought-provoking series, in twelve issues, on the sub- 
ject: “se.unc”. These are twelve issues of ForTUNE you 
will want to read. They concern you and your business. 
They are twelve issues that can give to your business 
advertising fresh “impact-in-depth”. 


ortune 


..where business readers concentrate 
on business news-in-depth 


...where business advertisers concentrate 
for concentrated attention 


_.. where business concentrates 


21 


650/3072 
0 = 


3 


selling 
industry 


Look at a map of the 
United States. Lots of 
foot-tiring geography 
there... if you're out to 
sell every smokestack. 
3,072 counties, if you care 
to count them. 


But look again. Look 
where the smoke is heav- 
iest. What do you see? 
Less than one-fifth of the 
area of that map... 650 
counties to be exact... 
America’s richest coun- 
ties, together responsible 
for 92.9° of all U.S. 
manufacturing. 


Now, take another look. 
In those same 650 coun- 
ties where 92.9°, of your 
business comes from... 
visualize 1,000,000 pins. 
Together they represent 
93.8°> of the Sunday New 
York Times circulation. 


And in the Sunday Times, 
gentlemen, is one section 
well-beloved by business- 
men, and ideal for busi- 
ness and industrial copy. 
It’s called REVIEW OF THE 
WEEK, a newsreview 
edited by its own special 
staff... with one of the 


highest readership rat- 
ings in America’s most 
distinguished newspaper. 


Ask your agency, ask us, 
to tell you more about it. 


The New fork Times 


REVIEW 
OF THE 


WEEK 


the newsreview you get 
every Sunday exclusively 
with The New York Times 
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All these 
Automobile “Greats” 
Advertised in 


Newsweek 
During 1951 


New car makers—like other advertisers 
—have found that the shortest route 
to sales is via a medium that attracts 
customers with money to spend today. 


Buick ade 


CHRYSLER 


No wonder so many new cars are so heavily advertised in 
NEWSWEEK — and for reasons of significance to adverti- 
sers in nearly all fields: 


The average income of NEWSWEEK families 


is $11,269—three times the U. S. average. DE SOT ) DODGE 4 


1 out of 4 NEWSWEEK families will buy a car 3 
during 1952—and 67% will pay cash! . 


NEWSWEEK’s 800,000-plus circulation de- Body by Hisher Sorad q 


livers more $5,000-and-over-income families r 
per advertising dollar than any other week- ‘ 


ly, biweekly or monthly magazine. — H T DSO : 


Dollar for dollar, NEWSWEEK is the short route to sales 
results for automotive advertisers and ANY advertisers of 
products or services requiring thoughtful purchase. 


Kaiser 
MERCURY 


DLOSMOBILE | (Dontiac 


Plymouth | PACKARD 


STUDEBAKER WILLVS 


CR ee! he eS = oe - ee be DG Sige ey! '. ee 7s “as 
epee “id | i ee os ae. ee ae een ce a ees Cree on, a Co a ae zx 
at coe : 2 ree Se ee Bt a, 9 ciple 9 Sue age eo eat : : ' Regs Ge 
ot a pay ae :) ae SOC aad eas y 5-5: early 
i as fa z eee ea ee Te R as Bel = ~ ‘ ag ) 
pbk RS. Eb ie Pees sfx be pei a oe A Sah ee si se IMIR. se See ae fae ae 
i “Rees aan te ee ae i Aor ee > See ‘eRe : aes 
aot A “ipa yy ee ea ie eo 2 ee , aes bya. ee a chee tae Af ea 7 

Be 3s PPS eh Mere ea a ce ‘gaa ae ae ee pein 2) 

‘ = See Rae 7 ee. Pe on ie hag 9 ror Se ; Deeg’ Be es at 
aay ea sss ge - “6 een - iii saat! (ee te) rae a s é 
gk kes 3 bio oa a ema. 5 eee 7 Oa re ed 

“i t Etecgeeat Week, oe Faia f ee’ a fe 

: i peepee ae ae ray ag fea , et - =f 
ae aes i ii Q Pe te as ea aod a8 ron 
tee | ae wae earn os se : 4 ey 
ee OS eee ee ae ae cage aie eee...) Cem Aes 
RAP es ‘iia Peal Bin cpa a es a ae A ie teen 
> aie : \ ee 8 ee ee es Bs a ae! : 
oe: ae Be eS ae a A Hh y a ate ee reg BER 
eg - ag aes 3 : fy meee at; heme ce Bs ee? i 
ae es: oe i eee ee eee wes. Bg ae 
<* aa < es ‘ eee his cae eo eel a 
ey = ayes ‘ sah ae nae OF SEE Se + OS a bi a é 
ae a Bo : aaa 3 ge ee cats ae aries Eas 
ok . Ra ee ‘ ae iit ¢ ge Pages or ae Tiaeehey 
pare ge 3 4 ee, ' to Saad Lange eon aoc... ne Oe 
a c ks ee i) > San ae $s “i Beye oye Mp 
ee | ee ’ 5 £ 

* - 

{ = Be? 94 
a } y te oe, 
e 2 ae 
eae 3 < ee 
is 4 pe ee 
Nee ” Sra 
e at a 
be: = ¥: 
as 4 -s ‘ = er 
ee = ae SEE 
] { Pe Se + Lite Po “A 
Me e f e Ear Thee 
nas ¥ 3 % ea : 
= a “ — ie ae 

c Be 4 a 

apy : a Z aon 
we |} Bar : Fe 
ag ae ; “i 

a = . ae 5 
‘a hy 8 ee ee ad 
a pS E by 
cae Shen aegte et 
- a “, - eee 
4 Ara 
te ‘eal : Uecker ns 

a bie > te Te . 

a + #5 
5 4; t ; 
: ees ay 
: ‘ Saas 
: ri 4 Fee 3 
5 : Sao 
, - u eee 
re *: io eerss 
me a" r 
: ier. ‘: 
e grat § 
3 £ = oa , 
; . sy 
é : ee 3 
: yee 
a E ¥ 
a ‘ : aie 
: jae eg 
: am ea 
- ‘ eee 
5 “ . a 
5 «$a os 
a : Lc eae eae ee % : ae 
f 4 _ << ~, 
i 5 er ae 
“A f (aed 
‘ hag = 
ae 
ad 
= z ’ eee. ? 
, ee 
ted i (aa So 
3 ; (eae, 
wan. + 
i ‘ | ae " # 
i ae “y 
. Ses 
4 : . ay : 
3 Ae ~e a ee 
a et = or 
rs co > ae ‘ i ( ee 
, ¢ op | a ei eaaaiainearete et! eae a a 2 de i i oy is ie & “a . ea ag 
‘i : ae ae ; Seems 8 mee 5 shar, ae ay ie? sige aes) eo 
ee a. ee ee ee me 
“ ; Big Sere: lO Peer aR *. Capers Bete ant 
Fie : a are | ele eG GS Mahar 
: : ot on ee = ay Bie) i ee FES 
% F on, a i a. Ng a Re tee on 
3 Be a es Bante oo ae Se. Bist | =. a pe” oo ed ‘ = Nie 
3 - Roanetay” y tee we Gd ek rae 
: yee oe coer 2) ey ral Pm, 

‘ See. pe © re bem Te een. a ee: 
| & 2 ye aie. hg 
2 oe ae if hea 

e. m3 a oe iraten ed 
be 2 oa —- op ee at 
ear Ea é * hint Pe 4 e.? 
: : ‘ a vi % 
: nk oa ee Mea 
’ ae Pak: oan cig eee 
2 : oe oe a ‘ 4 
a : : -s : Pre. ote be ue 
1 es ie 4 ¥ Siem: 
: ; ain ae a _- ee sn 
: ‘ ee i . ees pore 1s 
e: igs ot ’ 5. " > 
: a —— Penis a 4 els he 
: re ie ee : re er oe 
4 ete : reas ; . 
< oR > pie = op 3) 
Caer ity ) aaa —— ~ ey Se 
3 gi a ae s = EN Fo 
é he ae et “iit Fee oe —— _ ' ze 
: a Ded oe 4 . —— } : - ‘ ed 
ees a < aa % * a Dlg +! 4 
ih eee ae a = — oa oe Be er 3 
} is s : ae aa i a a “8 
: fons — a. ‘ — ee es eee a ; 
‘ goal , —— — tl on 7 a ataea ae aS aa 
z FE : 4 ag P - +h Ree ig ae aes 
Z e - oe ee 
4 fe f F ‘ = — hee | * oe a By ste > ee ot a8 
z= ; : be t od “ a a Ee: 4 ale - r beh pee 
© 2 . i : 7.4 s ne pas ESS an a ee 
‘ Ja ~s a ae see a ae. 
5 34 ee i ag apie a Pe Cag 
: : ee >= ae ele pene ee eae ie fae 
i vee . § ae Ba in See ae eR Se 
Paar cee : iv ; — le ee ie a aS 
< 4 — 4 Sais ot aime’ Be 
i... ee — ; ss | oe = eet ae Si pie 
4 i 2 eee : . Tee Gt eet ~ “~ . ‘ i eg es 
‘ a Bor man ere 4% a hee ene 4 ae : ; : i ee ee OSS eee 
cs Weert iL ones aa <a oe pos 60 as * ORES SS eee = ees Dearne ies Sk eee 
M Be re eg ae OE cy rr aa oe ae aa te Ser |e eo 0 Si oe aga 
Ah See * Oe ae ES ET Pe a 


' 
a 
7 
ee 


Mahony Will Direct 
Sales Development 
for Lily-Tulip Cup 


New York, April 2—Dan Ma- 
hony has been appointed director 
of sales development of Lily-Tulip 
Cup Corp. in a major reorganiza- 
tion of the company’s sales denart- 
ment. 

In his new position, Mr. Mahony 
will coordinate and direct all ad- 
vertising, market research, public 
relations and sales promotion ac- 
tivities of Lily-Tulip. Norman 

‘ 


Dan Mahony 


George Austin 


Debhar succeeds Mr. Mahory as 
merchandising manager in charge 
of products 

George Austin has been pro- 
moted from divisional sales man- 
ager of the firm to the newly 
created position of general sales 
manager. Ed Scully, former vend- 
ing cup merchandising manager, 
has been named to the new post of 

tional accounts sales manager 
BOther department promotions 
ificlude: Sam Neale to manager of 


Sales research and cost control; 
Walter Brunauer to director of 
Sales personnel development; 


Earnest Sonderman to manager of 
Packaging; William Seldy to man- 
ager of the vending department; 
J@ry La Rocca to manager of 

“ign sales, and Scott Bates to 

nagzer of the customer service 

artment. 

en K. Doscher continues as 
vp. in charge of sales 

le Joins N. Y. Agency 

ewis P. Ogle, formerly with the 

ertising department of Ladies’ 
Home Journal, has joined the New 
Verk office of H. B. Humphrey. 
Alles & Richards. Mr. Ogle will 
bé an account executive. 


ve Names Doyle 

oward J. Doyle, formerly a TV 
ywriter with Compton Adver- 

tiging and Benton & Bowles, has 
ied Ellington & Co., New York, 

S a TV copywriter 


CAREER INTERESTS 
BEGIN EARLY IN 
-LIFE—IN THE JUNIOR 
HIGH SCHOOL YEARS 


Leading Advertisers Use 
These Magazines To Tell 
Young People About Voca- 
tional Opportunities. 


YOUR ADVERTISING SPEAKS 
LOUDEST IN THE QUIET OF 
THE CLASSROOM .. . 


Reaching 1,000,006 Student 
» Subscribers Weekly in the Jun- 
- lor and Senior High Schools 


Start Nibroc Towels Push 


Brown Co., Berlin, N. H., has 
begun an advertising campaign for 
Nibroc towels. The campaign fea- 
tures His Royal Nibs, a paper towel 
cartoon figure wearing a golden 
crown. Four-color pages in The 
New Yorker (March 29) and The 
Saturday Evening Post (March 22) 
kicked off the campaign and will 
be followed by color pages in these 
two books through the year. Sup- 
porting this will be b&w insertions 
in Business Week, Nation's Busi- 
ness, Newsweek, Time and U. S. 


and 


News & World Report. J. M. Mathes 
Inc., New York, is the agency. 


YPO Elects Sellars 


Richard B. Sellars, 36, president 
of Ethicon Suture Laboratories, 
New Brunswick, N. J., a Johnson 
& Johnson subsidiary, has been 
elected president of the Young 
Presidents’ Organization. Other of- 
ficers are Lee Potter, Forman Ford 
& Co., Minneapolis, executive v.p., 
and George Schlegel III, Schlegel 
Lithographing Corp. v.p. and 
treasurer. 


Whitelawn Appoints Agency 
Whitelawn Dairies Inc., Néw 
York, has appointed the Institute 
of Sales Promotion, New York, to 
direct its advertising, merchandis- 
ing and promotion. A point of sale 
promotion and a cooperative deal- 
er merchandising program is 
planned for the Deauville brand 


Agnew Joins Sackheim 
Gordon G. Agnew Jr., formerly 
executive producer and director 
with West Hooker Productions, has 
been named radio and TV director 
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of Ben Sackheim Inc., New York. 
Before joining Sackheim, Mr. Ag- 
new had served the agency as ra- 
dio and TV consultant. 


Three Join McCann-Erickson 


Margaret Greenfield, formerly 
with Lord & Thomas, New York; 
Caroline Spindt, previously with 
Knox Reeves Advertising, San 
Francisco, and Trevor Thomas, 
formerly with Sun Advertising, 
Oakland, Cal., have joined the 
creative department of McCann- 
Erickson, San Francisco. 


buy 
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in the 
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tlantic Products 
aunches Car-Sac 


“ortable Closet 


TRENTON, N. J., April 3—At- 
ntie Products Corp., luggage 
anufacturer, will break a series 
half-page, two-color ads in Life 
\pril 14 and a similar series in 


‘he Saturday Evening Post start- 


ng April 19 on its Car-Sac, new 


portable clothes closet. Anderson 


& Cairns, New York, is the agency. 

Initial ads will feature Lizabeth 
Scott, Paramount Pictures star, 
with the headline, “I took 6 dres- 
ses 6,000 miles without one 
wrinkle.” The movie star is 
shown with a Car-Sac on one arm 
and a matching swag bag on the 
other. 

Business paper advertising, al- 
ready started, emphasizes how 
Car-Sac can make luggage a fash- 
ion item and increase turnover. 
The advertising program is being 


merchandised to 2,500 dealers 
with promotion kits, newspaper 
mats, and point of sale material. 
The company also makes Val-a- 
Pak luggage and Par golf bags. 


Kallick Joins Sloan Inc. 

Joseph N. Kallick has been ap- 
pointed v.p. and general merchan- 
dise manager of Albert E. Sloan 
Inc., Chicago direct mail promo- 
tional organization. Formerly, Mr. 
Kallick was general manager of 
Spiegels Inc., women’s and chil- 
dren’s fashion stores. 


Appoints McCann-Erickson 

Cia. La Protectora, Caracas, 
Venezuela, has appointed Mc- 
Cann-Erickson, Caracas, to handle 
Venezuelan advertising of its auto- 
mobile insurance. Newspapers and 
direct mail will be used. 


Hamshaw Joins Stevens Co. 


Leonard Hamshaw, formerly 
with Foster & Kleiser Co., has been 
appointed sales manager and art 
director of the C. E. Stevens Co., 
Portland, Ore., outdoor advertising 
organization. 
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| Joins Bozell & Jacobs 
| C. D. Alexander, formerly with 
Iowa Public Service Co., has joined 
Bozell & Jacobs, New York. He 
will be assistant to the coordinator 
of the Electric Companies Public 
Information Program, for which 
the agency is counsel. 


Clicquot Starts Campaign 


Clicquot Club Co., Millis, Mass., 
beverage manufacturer, will use 
ads in Collier’s and Life plus a 
new one-minute film for spot TV 
|advertising in a new consumer 
|; campaign. Frank Weston Adver- 
tising, Providence, is the agency. 


‘Sunset’ Takes New Space 

Lane Publishing Co., Menlo 
| Park, Cal., will move the Los An- 
| geles office of Sunset Magazine to 
a new office building being com- 
pleted at 3440-50-60 Wilshire 
Blvd., Los Angeles. 


Opens Cleveland Office 
Scientific American has opened 
an office in Cleveland at 850 Eu- 
clid Ave. David C. Hessey, western 
manager, will be in charge. 


RCA VICTOR 
ye |" 

[nous uo! 
Good program ideas and top talent 
deserve RCA Victor transcription 
quality and service. Your material— 
spot announcements to full-length 
shows—should get the benefit of 
RCA'’s technical experience and 
research. 


Your order, LARGE OF SMALL, is 
recorded, processed and pressed in 
the country’s best-equipped studios 
and plants . . . receives world-famous 
RCA Victor engineering. Complete 
transcribed radio production and 
script-writing facilities are available. 
Contactan RCA Victor Custom Record 
office today: 


630 Fifth Avenue 
Dept. G-40, NEW YORK 20 
JUdson 2-501 1 
445 North Lake Shore Drive 
Dept G40, CHICAGO I1 
WHitehall 4-3215 


1U16 North Sycamore Avenue 
Dept. G-40, HOLLYWOOD 38 
HI llside 5171 


Write now for our fact-filled 
Custom Record Brochure! 


custom 


RADIO CORPORATION 
OF AMERICA 


BCA VICTOR DIVISION 


2 ea < Se Mee | a . Sa “tls | bs - Be en ci he le a a ee omerer aeeh 
re) Ce : - ; . “ ees sc 
Bees ee 25 Bet 
af ” 
: ‘ eli 
; eee 
Saas om 
; —_ a 
a :: 4 
eee alas 
ee na 
a 3 ie 
Sg | * 
te é 
eon = | 
et Seed 
ek 2 
re axe 
ae 5, phe 
2) 2 
ie ie 
iar \ | pe 
pe | yt 
a en srrie 
< ' ° ia 
t ooe eae. 
= | p> : “ie : 
7 ” Pear 
a | ihre 
¥ : «eee 
| ies 
% conan _ a = 
. : BE yt 
. : goss ae" 
as Bie * 
4 } _ : fats 
oy | | \ \ eke 
| 6 = 
ae 
; " ee 
a \ : Sas 
a i \ > 
; Fl ‘ 
; e\ 4 a ; 
a te Pps: 
ba ‘ ‘ = ennetepe 
: «ORS > 
: «Spree. 
a 
i es 
be Pia 
ny ‘f so = ; 
ponies 
: y ee 
Sg ie ath a, faa 
2 = a — i “ Poe 
eta 
; uy Bee 5. ea ie ae 
bey a ‘ ee” eee ee es . 
ig 2) aan nts NAD ooh ct ae ‘ 
nt i ae eee: a oak 
ee a 5 ee : 
; . a ay ee. ae : 
a ie x 
; 2 . = er - * ' 
, —— ee 
j 3 rea ae. ee ee Faas Ee 
c ee — Co cane : 7 Migr 
oe Z a k« rae Ee ‘ fe 
j ae oy a 2 i a = se 
: / : aa . a es aah! ar \ a ee 
, - : bie ees a q ral 
£ ie IMS EE " tS ng 
tS i | eget 
. ar \ \ P tS ie 
- ™ > g a “ ~ ee | anys 
| * > . in \ / BO 
: fi ; 7 7d ~~ f ' 1 ia —— i , abt 
i va 3 * . \ . bas , ne L iz ' ‘ s 4 ‘a wa “ es 
f 4 we : cea: % - Pngecte 
HI Ea wake: @ 5442 oes N sd aa BS 
i Le ns 44 | i : — ae 
— « eet a bi Be os 2 - 
Ore "a8 ih ae Si rt 4 ie 1 Bie : a . gets iets ae sell ; 
; ie i E : } r . 655: pee. a es ee a ee ES 
Y a: +e ee SAE > ee ve aie 
F si bier is Ses : — : ee 
I aon Fas} + a , re, 4 cae, ee " ‘a ‘ rs i igs % é 
¥ ea on Pair aa , ~ Ps ae . eS ‘ “ 
| Bee one ~ ag tae A EOE ~ eke ll ets 
“ ; | Sse PO NE ‘ ‘ . } eg 
s : ~ 3 ' — s po 
. ~~, - —— ee ae «. Ben 
j i? " : r + ~ od a { ors ron 
E — =a oo — fo 
. oom : 1° BEET ee A Niort tren mere nana = — se 
# are: ; ati = mf ieee; ee Ae ean th 
; J —_——— Re ne 
= a | recor Sh 
es) . b 2 _ S¢ 5 
3 Sas > | ites 
‘ cap ates a 
‘ ee 
hah ik ga 
a _ 4 Ne 
van me. ‘ . ° ; : . ; gtr 
Bie w.* <P pO nce aime ar eet ie teet -- SRM OS eS Sa rh ppd ie J ; ‘et i Seen * ato ls 
es at asi et a ie Ree AE Pa » es PD cagecte aa ye te eae yas 6s SEE a 
fo Se mer” * a oo fe “ae = aes See fap errs oe ene Oe ee 
< See oe a oe : 20) ae Pires, Sedma erwin ee OME Pe SS ke 


Eckenrode Names Agency 


An- 
has 
Holly- 
advertising for 
Sherkleen dry rug shampoo. Tele- 
vision will be scheduled primarily. 


E. L 
geles factory 
named Cleveland-Collins, 
wood, to handle 


Eckenrode Co., Los 
representative, 


Litho Clubs Hold Convention 
The National Assn. of Litho 
Clubs will hold its convention at 
the Benjamin Franklin Hotel in 
Philadelphia, May 16-17. 


Form Ford-Gainan Agency 

Otto W. Ford and Stewart W. 
Gainan, both formerly in the ad 
department of the Gazette, Bill- 
ings, Mont., have formed Ford- 
Gainan Advertising Agency in 
Billings 


Holm Named Compton V. P. 

Floyd Holm, who joined Comp- 
ton Advertising in 1944, has been 
elected v.p. in charge of the agen- 
cy’s Hollywood office. 


Southern | .¢ 
Automotive 
Journal 


\ Sh 


The only avtomotive 
publication which literally 
blankets the prospering 
South and Southwest. 

16 million cars! Write for 
full market data. 


ABC 
NBP 


806 PEACHTREE STREET, N. £., ATLANTA 5S, GEORGIA 


Tue Pepsodent Division of Lever Brothers 
$ had developed a new dentifrice. Its advan- 
tages were real . 
Would the public accept a dentifrice so 
new and different? 
To find this out, quickly and economically, 
the makers of Chlorodent carefully tested 


In 90 days— 
a market is created | 


for this new product 


Department Store Sales... 


Easter Crescendo in Sales Begins 


WasuHINGTOoN, April 1—With 
Easter approaching, department 
store sales are inching forward. 
The Federal Reserve Board re- 
ports that dollar volume for the 
week ended March 22 was 10% 
below the corresponding week in 
1951. This is the best comparative 
showing since Feb. 16. 

While the late Easter accounts 
for some of the current decline, 
the lower sales point up 1951 as 
a banner spending year. In the 
Chicago district, for example, sales 
this year are running 12% below 
1951, but they are also 6% above 
1950 figures. The intervening sales 
stimulant was, of course, the 
Korean War. 


s New Orleans and Tulsa reported 
the best gains for the week of 
March 22 with increases of 10% 


and 12%, respectively, over the 
same week last year. 

The West Coast remained the 
weakest spot in the picture with 
an over-all decline of 16%. Rep- 
resentative decreases were: 24% 
for San Francisco, 23% for Oak- 


land, 21% for Salt Lake City, 
20% for downtown Los Angeles 
and 19% for Seattle 
™~ Change from | 
Year Ago 
Week Ended 
Mar. Mar. Mar 
x 15 22 
UNITED STATES . —i16 —11 —10 
Bosten District ... —18 —14 —I16 
New Haven —-13 29 —28 
Boston —19 —16 —13 
Lowell-Lawrence —19 —3 0 
Springfield —14 —15 —21 
Providence —15 —1l1 21 
New York District —8 r—l4 —I1! 
Newark -233 r—-8 —9 
Buffalo ‘ -14 —18 —9| 
New York 
Rochester 


Syracuse . 
Philadelphia District 


gre 


. . but would it sell? 


the product —and its advertising —in a small 
number of markets. The speed with which 
a demand was created in these test areas 


was astonishing. 


In fact, 90 days after advertising was first 
brought to bear in print and on the air, this new 
green toothpaste had become a “popular brand”! 

And then, by using advertising’s mass 
selling, the makers of Chlorodent carried the 
news of this new dentifrice across the coun- 
try —creating a market that is nation-wide. 
Indeed, this mass production of the selling 
message made mass production of the prod- 


uct possible. 


Today, Chlorodent is winning friends faster 
than any other dentifrice. 

Thus our client is getting the benefits of 
speed and economy through the mass selling 


technics of advertising . 


. . Just as he uses 


mass manufacturing technics to make the 
product itself widely available at low cost. 


J. WALTER THOMPSON COMPANY 
420 Lexington Avenue, New York 17, N.Y. 
Chicago, Detroit, San Francisco, Los Angeles, Seattle, Washington, D.C 


loronto, Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, 
Sao Paulo, Santiago (Chile), London, Paris, Antwerp, Milan, Johannesburg, 


Montreal 


reduce? 
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DEPARTMENT STORE 
SALES INDEX | 


1935-39 EQUALS 100 


Week to Mar. 22, 
Week to Mar. 15, 
Week to Mar. 8, 
Week to Mar. 24, 
Week to Mar. 17, 
Week to Mar. 10, 


*52*p274 
"52*..261 
"52*..254 
*51*..304 
31*..292 
*51*..303 


*Not adjusted seasonally. 


pPreliminary. 
Philadelphia —17 —7 8 
Cleveland District —21 -—-l1l —4t 
Akron _ —13 0 4 
Cincinnati . —13 4 -—9 
Cleveland —22 —16 —5 
Columbus —21 —9 5 
Toledo —28 —18 —7 
Erie . —l14 —13 —5 
Pittsburgh —25 —15 -—3 
| Richmond District —?71 r—12 —10 
| Washington —19 —7 —13 
Baltimore —20 —15 —6 
Atlanta District ... —i2 r—10 —I1 
Birmingham -7 —12 0 
Jacksonville 5 —14 13 
Miami —4 —7 -—3 
Atlanta —16 r—l6 —23 
Augusta —7 —13 
New Orleans —17 r—i 10 
Nashville —13 —10 —18 
Chicago District ... -—a2 — —# 
Chicago —m4 -—5 —9 
Indianapolis —26 —2 —7 
Detroit —20 —10 —5 
Milwaukee -21 —15 1 
St. Louis District ..... —-1 —t —10 
Little Rock . —8 —8 —20 
Louisville —15 —12 —1l1 
St. Louis Area —1 -3 —8 
OS aes —14 3 —12 
Minneapolis District .. — —s —I14 
Minneapolis a —6 —1ll1 —13 
St. Paul _ —8 -—6§ —16 
Duluth-Superior —18 —ll —14 
Kansas City District —l7 r-8 —15 
Denver _ —13 —15 —24 
Wichita —24 1 —l1 
Kansas City —30 —10 —13 
St. Joseph —22 —13 —30 
Oklahoma City —ll1 —10 —13 
Tulsa —-1 4+ 12 
Dallas District —o> res —5 
Dallas —13 —3 —10 
El Paso va 0 —27 —20 
Fort Worth 8 —7 —I17 
Houston ~16 2 4 
San Antonio 14 —10 7 
San Francisco District —%s —16 —I6 
Los Angeles Area —6 -19 —14 
Downtown 
Los Angeles 10 —25 -20 
Westside 
Los Angeles —4 —17 10 
Oakland ‘ —14 23 —23 
San Diego -15 2 8 
San Francisco . -10 —17 24 
Portland ll —17 17 
Salt Lake City —12 —I18 21 
Seattle 2 17 19 
Spokane 7 --8 7 
rRevised. 


Dulany Ad Chief Boosted to 
National Sales Manager 

Roger M. Kirk Jr., advertising 
and sales promotion manager of 
the company, has been named na- 
tional sales 


frozen food di- 
vision of John H. 
Dulany & Son 
Inc., Fruitland, 


Mr. Kirk’s suc- 
cessor as adver- 
tising and sales 
promotion man- 
ager will be an- 
nounced later. 


Roger M. Kirk Jr. 


Fresh'nd-Aire Campaigns 

Fresh’nd-Aire Co., Chicago, a 
division of Cory Corp., is start- 
ing what it calls its “most ambi- 
tious advertising and promotional 
program in nearly 20 years” this 
spring. The company will push its 
fans in copy to run in nine con- 
secutive pages in the April issue of 
Electrical Merchandising. This will 
be supported by four full pages 
in Retailing Daily during April 
and newspaper ads on a selective 
local basis. Theme of the cam- 
paign will be “Safest fan ever 
built.” O’Grady-Andersen-Gray, 
Chicago, is the agency. 


Radio Show Adds Three Cities 


“The Cliff Johnson Show,” 
which originates in Chicago under 
the sponsorship of Broadcast 
canned meats (Illinois Meat Co., 
Chicago)—via Arthur Meyerhoff 
& Co., Chicago—has added three 
cities to its list. The 15-minute 
show now is heard over WCBS, 
New York, at 4 p.m.; WTAM, 
Cleveland, at 8:30 am. and 
WXYZ, Detroit, at 12:45 p.m. 


Stevens Elected V. P. 


Walter J. Stevens has been elec- 
ted v.p. in charge of western sales 
for Haywood Publishing Co. of 
Delaware. He will work from the 
main office in Chicago. 


Te 


aos ee 


cy 


: —— _ ones : : 
Ps B 
3 a 
- a Po = ak ae : 
Se rh a 
as ’ \ \ : 
* ha toothpaste a 
. & . 
| ‘ with miracle | | 3 
| chloro \ 
— * \ 
J 
: SE | 
‘i \\ Ys 

| Ca \\ | | 
“J | \\ 
Zz BIA A, | . 
_ earns 
: Se i || 
¥ I | So \ 
\ — \ 

\ pT ' 
| oClean Fresh Mouth a i 
q All Day long! =| E 
sy ad \ | | g 
e eee ae \ | os < 
¥ end 5 pertctet OY ie | 8 
Pe Ne, oe le \ ie 
_ eee Seen |\\| | & 
: Suche came moun a fener tha OY “oye \ ; 
; meager e Chiorodent \\ 
é teens ees \\ \ 
4 ce \\ \ 7 
mas | . \ \\ \ ? 
5 Pe sS= \- | 
i, _ \ 
ae EEE=——S - | 4 
ee WY aoe 
os F ; 
: /\ | 
\ | 
ie Li | 
; ee ~ 7 
i \ 
_ fo 
J” , —_—_————— 


In Chicago, it takes 2— 


to blanket more than half the market 


BECAUSE .. . Chicago has outgrown the power of any single daily news- 
paper to reach even half of your city and suburban prospects.* 

Today it takes two daily newspapers to reach a majority of the 
market—and for MOsT net unduplicated coverage, one of your two MUST 
be The Chicago SUN-TIMEs! 


*% See your copy of the independent Publication Research Service study, “Chicago Daily 


Newspaper Coverage and Duplication, 1951,” or write us for details. 


CHICAGO 


UN-TIMES 


CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


211 W. Wacker Drive, Chicago 6 250 Park Avenue, New York 17 


TOTAL CIRCULATION, 586,970 AVERAGE NET PAID DAILY (ABC PUBLISHER’S STATEMENT FOR 6 MONTHS ENDING SEPTEMBER 30, 1951) 


baa Bio a ey: a.) . £+ hee . ae Ls Me 3 ie ; = eee, i‘, pS RM 3 yh CORRS ite rl s ae . h ; ee | “i> ee ota 
$ op. ¥ : ; =, ' : 
‘os om 
ek ss 
oe “ 
re ~ a j the = ‘ tr 
ei ~ “4 ee ee ee ee a 
. + ” P Eee + ile 25 * 5 Seat ae ci ee ss : 
: — r . “ “Iai. tis, . — panacta — Heke 
; ee Fe a de ‘ - Feet Se Ee ; es. a a f 
o 4 — = ae capt Re nts sam ek 
is j Y ae > : ae ; - Sai ae — * ae - x : s er ¢. ; oR 
aye — Ce eee # a or $s ee 
2) fee + Gare eae es * etic at 3 Z : Maske 
a Ss ee pe a a ger: % eek 
ae _ ts s etemaes eee? my ee ee Sa , PD 
“ve = & : yy - + et , ya mm . s- 
a ae ae! ee Meo Bee " ee 
ef Be * Ae, ‘ 
ee $ wr = f : , his 
eS icy Pe ‘el ‘ Fed : 4 2 " ae a 
Te Z “tie >= ea - {4 Th. . — a 
ce : , UP ka g Des 
ea F aN) 5 pees is ath 
4 ee ~<- A fae 4 oe Ox. ne I~ cad 
A oY : Sang = a ie 
i g +4 .e@* \e. ————a Pa 
i a ~ ‘anne > ¢. )- f ry ee 7. \ ite ‘it ee 4 / aN a 
as 9 * s hy C. ii wes = 
ce sone, - pia: \ ¥ 3 4 a rks | ae 
wg 4 ¥, Ses - 7 i % 5 * 
. io f da an |aa.ltéda 
ee { os ee a 4 ys ; - : 4 Bf ey: Ss caer 
oo » f cite os ~S 
A i 2 h : C5 SJ iy : ; 
se ge Se 7 . ae: < 8 j Ud > = 
s 3 + i - 7 pew: 4 SA de 
; | er $ . \ 2 @, j # e~ ee A f % 3 
oy —— | tN a. & aa a, 
Lt $ e ~ a ; ae 
Ss 4 eee |  €&& at ee 
sf ad * * He > = a 
: Be . $3 : : : : Ve : 
3 | "oo oy ; ny 
es , inc { ' g ' >: 
s € 3 . oS an a> ~ : 6h 
4 *, oa . . _ ae tes , i ea Ns * 
i j * é. ; : a « Z : , i, if 
1 Ps qcrs ; st, 
' : ai % - 7 - 
; } , ; | ae 
oe TAS 
: ~~ : ; “Sieg 
‘ See 
; Be S2 
~ eo Bees! 
ns 
2 — 
ee 7 Ale 
3 Rie ws 
are 
: ee oe 
“3 A 
} Re bs. 
: Seek aie 
eh 
: Sie 
} ter i 
si 5 ms 
. x Seog ee 
5: ‘ iL a pe fa 
; + ha ae oes 
: 4 ORY teys,12? ae 
an Nay ER pata 
al a2 ites oe 
= Mdtuey Ry 
Bic te ERs 
) eee < foee 
bre 
’ ee 
a Bs 
: | er Stet 
: Ror. S 
eae ee 
ee oie 
q . er 
ony 1a aa . “. ‘ : ; : % : : : ‘ : : c , See? de os si Lifts 
” i eg aes a ee SER a ot i. <A e  > Me ipeecete es 


a 


Vick Promotes Seitz 
Vick Chemical Co., New York, 
has promoted Richard M. Seitz to 


the newly created position of di- 
rector of market research, acquisi- 
tions division. The appointment is 
in ne with Vick’s current pro- 
gram of diversification and expan- 
sion. Mr. Seitz will continue to 
conduct special market research 
for J. T. Baker Co. and other Vick 
subsidiaries, which he has been 
doing for the past eight years 


Appoints Fien & Schwerin 

Stanley Furniture Co., Stanley- 
town, Va., has appointed Fien & 
Schwerin, Philadelphia, to handle 
a national campaign 


‘Fortune, ‘Life’ and ‘Time’ Join ARF 


New York, April 1—The Ad- 
vertising Research Foundation last 
week released the names of 18 new 
subscribers but buried the most 
significant news: 

Fortune, Life and Time are now 
ARF members. 

t marked a break in a fairly 
solid front of silent opposition by 
publishers to the ARF and is be- 
lieved to be the beginning of a 
stream of publications into the 
fold. 

The was 


opposition generally 


| based on three premises: (1) That | 


they are members... 


and 


owners... 


as well as 
readers! 


That’s why Elks take a proprietary interest 


° in all the ads in their magazine. 


Each ad is more than an ad in a magazine; it 
is a message from a selected supplier seen in 
friendly surroundings. 


Elk loyalty to The Elks Magazine extends | ?2*"finder, 
to advertisers in... 


: 
THE 


New York + Chicago * Detroit » Los Angeles 


—o 


Warwick serves Advertising 
Agencies, Printers, Artists, 
and Manufacturers in 24 
states and Mexico. 


NS 


If you have a typographical problem mail it to Warwick for 
fast, efficient help. Send for New Type Specimen Book. 


WARWICK 


TYPOGRAPHERS 


920 Washington Ave., St. Louis, Mo. 
. . overnight by air ond rail from nearly ol! U.S 


(ft 4i 


our first 

WARWICK 
type order 
came back 
overnight” 


“For many years the pressure of 
short closing dates had made 

us reluctant to order any 

type set out of town because 

of possible delays .. . 

“Late one Monday night, however, 
we decided to mail Warwick a 

trial order. It came back 
Wednesday morning—a beautiful 
job that we were proud to show. 
It was the first of thousands of 
orders that Warwick handled 
fast and extremely well.” 

1. WOODWARD BACH, 

Production Monager, Biddie Company. 
Bloomington, Illinois 


the new ARF would never emerge 
aS an operating reality; (2) that 
the studies which had been dis-| 
cussed—largely in the field of dup- 
lication and audience measurement 
——were not in the best interests of 
the media, and (3) that the media’s 
;own research efforts would be} 
stifled. 


\s The men who have been working 
|to put ARF into operation have 
|labored to dispel the last two 
notions (AA, March 24). The suc- 
cess in lining up members in agen- 
cy and advertiser fields, which | 
raised more than $100,000, dis- | 
posed of the first objection. 

Along with the three Time Inc. 
magazines, National Geographic 
Magazine and Today's Woman 
joined. 

Nine new agencies were an- 
nounced as members: Barlow Ad- 
vertising Agency, G. M. Basford 
Co., Biow Co., Harold Cabot & Co., 
Fuller & Smith & Ross, H. B. Hum- 
phrey-Alley & Richards, C. J. La- 
Roche & Co., Needham & Grohman | 
and O.S. Tyson & Co. 


Four advertisers were also 
named: John H. Breck Inc., Con- 
tinental Oil Co., Pharmaco Inc., 


and U. S. Steel Corp. 


| 

|@ The ARF now has 123 members. 
At the recent ANA meeting, its 
funds were placed at $125,100. It 
now has 20 media members._ In 
addition to those named above, 
they are: 

American Builder, Business 
Week, CBS Radio, Dell Men’s 
Group, Farm Journal, Look, Mod- 
ern Romances, Modern Screen, 
Photoplay, Popular 
Mechanics, Printers’ Ink, Screen 
| Stories, This Week Magazine and 
| True Story. 


|215 IN NIAA RESEARCH 

New York, April 1—There are 
now 215 subscribers to National 
Industrial Advertisers Assn.’s re- 
search institute. A total of $61,280 
of the original $75,000 goal has 
been subscribed. A breakdown of 
subscribers shows 117 advertisers, 
46 agencies, 44 publishers and eight 
suppliers. 


Portland, Ore., Stations 
Oppose City’s License Code 
Several radio stations and in- 
dividuals in Portland, Ore., have 
filed suit in circuit court attacking 
the constitutionality of the city’s 
license and business code. Under 
attack is a section of the ordi- 
nance which provides for $250 
} annual license fees for radio sta- 
| tions and $15 annual fees for 
solicitors of radio advertising. In 
| addition, there is a levy of $1.40 
jon each $1,000 gross receipts of 
such business. The plaintiffs in- 
j}clude KGW, KEX, KOIN, KPOJ, 
| KPFM, KWJJ, KXL and KBKO. 
The plaintiffs assert they are 
engaged only in interstate com- 
merce and that the licenses are a 
tax levied on the privilege of en- 
gaging in interstate commerce, 
which is in violation of the Con- 
stitution. The ordinance became 
leffective Jan. 
| 
| 
O’Brien Joins Lennen & Mitchell 
Neil O’Brien, formerly with Ken- 
|yon & Eckhardt, has joined the 
|radio and television copy depart- 
ment of Lennen & Mitchell, New 
| York. Mr. O’Brien was with Ruth- 
rauff & Ryan from 1936 to 1943. 
| After wartime Navy service, he 
joined Kenyon & Eckhardt and be- 
came chief of the agency's radio 
and TV department. 


Appoints Bill Morrison 

Bill Morrison, formerly business | 
editor of the Ft. Worth Press, has 
been appointed an account execu- | 
tive by Witherspoon & Ridings, Ft. 
Worth public relations counselor. 


Roman Advertising Moves 
Roman Advertising, Baltimore, 

has moved to the Roman Bldg., 

' 810 N. Calvert St. | 


Advertising Age, April 7, 1952 


Getting Personal 


Newest professional member of the Richard Joel chapter of 
Alpha Delta Sigma advertising fraternity at Emory University is 
Clyde Bedell, ad consultant and former ad manager of Marshall 
Field & Co. He was initiated on the eve of the third annual adver- 
tising institute sponsored by the university and the Atlanta Adver- 
tising Club. .. 

Seiichi Fukuoka, editor of the Japanese-language edition of 
Reader's Digest, is here from Tokyo. He’s spending several weeks 
in Pleasantville, N. Y., studying editorial techniques and depart- 
mental setups...Another New York visitor is Thomas Mason, 
manager of J. Walter Thompson’s Calcutta office, currently visiting 
the home office... 

Southern vacationers are Mr. and Mrs. Bob Kirkpatrick, who 
are at the Cloisters, Sea Island, Ga. He is a client service executive 
in the Chicago office of Industrial Surveys Co. .. Richard H. DeMott, 
president of SKF Industries, Philadelphia, has been mamed a 
Knight of the Royal Order of the Vasa by the king of Sweden in 
recognition of “more than 36 years of service in furthering business 
relations between the U.S. and Sweden.” . . 

Clifton (“Clif”) Blackmon is the current recipient of the Dallas 
Ad League’s “most valuable member” designation. He is advertis- 
ing director of the First National Bank and the Ad League’s peren- 
nial secretary-treasurer. . 


SILVER ANNIVERSARY—National Broadcasting Co.’s board chairman Niles Trammell 
(center) holds the plaque presented by Jack Harris (left), general manager of 


KPRC, to NBC President Joseph H. McConnell ‘s 25th 
anniversary. Personal gifts were also presented to Mr. McConnell and Mr. Trammell. 


ating the comp 


Cc. C. Carlin Jr., publisher of the Gazette, Alexandria, and the 
Daily Sun, Arlington, Va., and long active in political circles, has 
announced his candidacy for Congress from Virginia’s new Tenth 
District...A dream came true for New Yorker Everett W. Hoyt, 
president of the Charles W. Hoyt agency, last month, when he and 
Mrs. Hoyt visited Ocho Rios, Jamaica. On the third hole of the 
Upton Country Club’s new golf course, he sank the first hole-in-one 
ever made on the course... 

Horace W. Scott, account executive for WGBS, Miami, is the new 
lieutenant governor for the Advertising Federation of America’s 
fourth district. He’s also a director and former prexy of the Ad- 
vertising Club of Greater Miami... 

American Broadcasting Co. president, Robert E. Kintner, has been 
named chairman of the radio-TV committee for the Herald Tribune 
fresh air fund. Other new committee members are Young & Rubi- 
cam’s prexy, Sigurd Larmon, and Gordon McLendon, president of 
Liberty Broadcasting System...In Newark, Krueger Brewing’s 
ad director, David Bland, has been named chairman of the public 
information committee for the local Red Cross chapter... 

Emil G. Stanley, v.p. of Traffic Service Corp. and NIAA Chicago 
Conference promotion chairman, just completed a special promo- 
tion job upon the arrival March 19 of the third Stanley child, Ellen. 
The two other Stanley children are Mark, age six, and Diana, 
age four... 

Wiliiam D. Pabst, general manager of KFRC, is general chair- 
man of the 1952 Boy Scout Exposition May 2-3, in San Francisco. 
Burton C. Granicher, account executive at McCann-Erickson, is 
vice-chairman. ..Evelyn Ladd resigned as production manager of 
the Richard N. Meltzer agency, San Francisco, April 1 to marry 
Walt Conway, account executive of KVSN, San Mateo, Cal... 

Hal E. Short, head of the Portland, Ore., agency bearing his 
name, was called to New York to consult on political strategy with 
Young & Rubicam. The program he has developed for the Oregon 
Eisenhower for President campaign is being incorporated in the 
national campaign.. . 

Paul Liggitt, newscaster and director of special events at WHBF, 
Rock Island, IIL, is the father of a new baby, Anne Christie, born 
March 8...Two proud fathers in the ad department of the Chicago 
Tribune are Robert E. Agnes, whose third child, second boy, named 
Thomas Preston, arrived on March 20, and Maurice Petesch, whose 
fourth child, third daughter, was born on March 23. .. 

Richard N. Gulick, v.p. in the Newark office of Lewin, Williams 
& Saylor, has been elected president of the board of trustees of 
St. Barnabas Hospital in the New Jersey city...J. G. Baird, sales 
promotion manager of the Westinghouse Electric Appliance Divi- 
sion, was made an honorary chief of the Cherokee Indian tribe dur- 
ing the filming of a Westinghouse film training program in Holly- 
wood. His Indian name is Tanka Wambele, meaning Chief Big 
Eagle. .. 
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... to start Western women 


Most sales start at home, and NBC 
Pacific Coast Network carries your sales 
messages into more Western homes for 
less money than any other radio net- 
work or advertising medium! 
The housewife is directly or indirectly respon- 
sible for the buying of nearly every kind of 
goods or services. 

And in Western homes, radio is king! Yes. 
98% of all homes on the Pacific Coast have 


Se 
>= 


A Division of Radio Corporation of America 


MAT BY JOMN CARTER 


ERAG E 


talking—and buying! 


radios...and NBC Pacific Coast Network 
reaches 83.5% of these homes. 

No other radio network can claim such com- 
plete coverage of this important market. 

With retail sales in Oregon, Washington and 
California running 253.6% ahead of 1940, 
and estimated to top 16 billions of dollars this 
year, you can’t afford to miss the sales impact 
only NBC Pacific Coast Network can deliver. 
For complete details consult your nearest 


NBC Sales Office today. 


WESTERN NETWORK - NATIONAL BROADCASTING COMPANY 


HOLLYWOOD « SAN FRANCISCO + CHICAGO +» NEW YORK 
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The first salesman said, ““We 


reach a million men and women.” 
a The next man came in, and he said, 
“We reach a half-million but they're 


in the upper-income brackets.” 


The next, he said, ‘31.6% of our 
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readers went to college.” 


: By this time the first man is back again. . . Af 
. What havoc have we publishers ; y ee 
a i e- 


wrought? 
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Once upon a time advertising was a nice business with plenty of time for spacebuyers 
to get their work done and still be home by six o'clock to see the wife and kids. 


Then we publishers and our sales and promotion people came along and became 
so enamored of slide rules and statistics we began to confuse everyone, including 
ourselves. 


Today with the business market grown to a $500 billion mass market, maybe it’s 
time to get back to some of the bread and butter questions that advertisers always 
wanted answered since the very beginning... . 


WHO ARE YOUR SUBSCRIBERS? Nation's Business is bought by more than 800,000 
big, little and middle-sized businessmen, representing all business in all places. 
Almost twice as many as you'll find buying any other general business magazine. 
91% are individual subscribers at $18 for three years. 9% are corporate subscribers 
and their executives who pay for NB as part of their U. S. Chamber of Commerce 


membership. 


dunderheads : | 


DO THEY READ IT? They write and show they do. Consistently. Continuously. 
They show it on readership studies made by agencies, by other publishers and by 


ourselves. They prove it the hard way with a 55% renewal percentage. We have a 
barrel of evidence any time you'd like to see it. 


DO THEY RESPOND TO THE ADS? They do if you want them to. Consistently Nation's 
Business is the low-cost inquiry producer for advertisers interested in coupon- 
cutters. Even little two-inch advertisers have angled large returns. Ask us for 
their names and success stories. 


HOW MUCH DUES IT CusT? $4.40 per page per thousand, lowest in the field by a 
long shot, lower than the newsweeklies, too. 


There you are. When you've got that happy combination of big circulation and low 
; cost, you've found yourself the real mass coverage medium for the $500 billion 
business market. Put 12 pages in it and you can put no less than 9,600,000 adver- 
‘ tising impressions before businessmen all over America for a full year! Write for 
‘How to Sell More Executives for Less Money.’ Nation's Business, Washington 6,D.C. 


mass coverage of business management 


Nation’s Business a 


A GENERAL MAGAZINE FOR BUSINESSMEN 
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Need for Ad ‘Believability’ Tests 


-and Howto Do Them-Told by Britt 


Toronto, April 1—Known re- 


| beer, whisky, soaps and automo- 


search methods, properly handled, | biles 


can go a long way toward deter- 


mining the “believability” of ad- 
vertising 
This assertion was made by 


Steuart Henderson Britt, v.p. and 
director of research of Needham, 
Louis & Brorby, Chicago, at a 
chapter meeting of the American 
Marketing Assn. here last night. 

Dr. Britt stressed that adver- 
tisers must find out whether their 
Sales messages are believed, not 
just whether they are read or 
remembered 


® Tdo often today, appraisal of an 
advertising program's effective- 
ness is based merely on opinion, 
he said, and not on the application 
of scientific methods, such as the 
pre-testing of the campaign. 

“Effective advertising is built 
on facts,” the research executive 
said, “facts about people, their en- 
vironment, their needs, their hab- 
its, their tastes. 

“Every product advertised 
designed to meet a human need or 
desire. But, in order to sell it 
against competing products, we 
must find out whether it meets 
this need or desire, who the people 
@re who need or desire it, and how 
Well it meets this need or desire, 
Gpecially as compared with com- 
peting products 


is 


@ Advertising built on such facts 
dées most to influence potential 


Cistomers, and to hold present 
customers 
*We can get lots of information 


what kind of persons consumers 

, and as to what they read and 

en to, but we have a long way 
t@igo in determining what results 
y@ really get from your adver- 
tisin 
MPOne of the first places to start, 
igMo try to find out more about 
thé customer's reaction to the be- 
He¥ability of the you have 
run.” 

One reason for “unbelievability” 
in advertising may be the simi- 
lafity of claims for products in the 
SaMe field, Dr. Britt said, since 
ObServers have noted almost iden- 
ticR] claims for a majority of the 
vaFious brands of refrigerators, 
—_ 7 as 


ads 


— REAVE A 
LASTING REMINDER! 


The surest way to be remem 
bered is to place your name 
ond business on a Gits Quality 
Plastic Product. Inexpensive! 
Practical! Truly o friendly, ef 
fective reminder that will serve 
24 hours a day for a longtime 
There's a wide selection to 
choose from, ranging from 
$2. 50 per 1000 to $10.00 per 
item, Ask your specialty job 
ber to see these lasting, color 
ful items, of mail coupon 
below for catalog and prices 


L vo 
8) 


cm —— GITS MOLDING CORP. —~——-4 

| _4646W. HURON ST. CHICAGO 44,1. | 

l © Please send me catalog and price list of | 
Gits Quality Plastic Items 


| 

i ! 

city ZONE ...... STATE | 

l O Please also send suggested ways for using | 
ties and Novelties. 

| 

| 

! 

4 


Gits Advertising Sp 
Our business is . 

| We sell ( direct to consumers, © jobbers. 
O desters, () manufacturers, 9 


® He pointed out that a lot of re- 


of ads. Of all the techniques in-| 


vented, he said, there are four 
basic research methods: opinion 
ratings, concurrent methods, | 


tests based on memory, and meas- 
ures based on inquiries and sales. 
Opinion ratings, he said, include 
consumer jury, order-of-merit rat- 
ings, paired comparisons, rat- 
ing scales and the like. Concurrent 
methods include various types of 


Aas ¢  ee eee tS 
“ emis 


such as the use of the audimeter, 
and the employment of other ap- 
paratus, such as the psychogalva- 
nometer, the eye camera and the 
tachistoscope. 


@ The third method, he said, 
cluded in tests based on memory, 
are unaided or pure recall, aided 
recall, such as the printer-roster 
method, the basic-recognition 


in-| 
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jare a variety of different meas- 
| ures based on inquiries and sales, 
including the buried offer, the 
split-run test, analysis of return 
|coupons, sales measures, sales- 
area tests and product-user tests. 

“If increasing the believability 
of advertising is a problem, then 
we have a definite obligation to 
see that questionable advertising 
is tested,” he said. “We ought to 


search methods have been de-| personal observation, the diary method, and the controlled-recog-| find out what is true and be- 

veloped in the past 20 years to! method, the coincidental telephone | nition method. lievable, and what is not. We have 

find out readers’ “believability”| method, the mechanical method,! “Finally,” he continued, “there| the know-how to do it. The tech- 
get 


PARKROSE BUSINESS DISTRICT 


Merging with part of Multnomah county's fine agricultural dis- 
trict, it is one of the leading shopping centers in the Portland area. 


RAY GILL, Oregon State 
Grange leader 


— 
a et 


oe 
5 . 

DON YATES, Woodland Park 

Booster Club President 


PORTLAND, OREGON 
REPRESENTED NATIONALLY BY EDWARD PETRY & CO., Inc 


- 
7 


pioneer station a 


a 


- COMMUNITY CIVIC LEADE 


oti nth as these three commun- 
ity leaders in the Parkrose dis- 
trict say, “KGW is the leading 
station in the Portland area.” 
With support from such well- 
known business leaders KGW 
can assure advertisers of the ut- 


most in listener loyalty. 


| PORTLAND 
| OREGON 


In community after community, people de- 
clare KGW is the “People’s Choice’! This 
acceptance is no accident. More than 30 
years of continuous operation plus diversi- 
fied programming combine to make this 


dominant advertising me- 


dium without equal. Read what Portland 
area residents say about KGW and learn 
why you, too, will benefit by placing your 
copy on the station that delivers results! 


f 
Chamber 
of Commerce President 


fi 
FRED SCHWARY, Parkrose 
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ues just mentioned can be 
irshaled and put to use.” 


jut Dr. Britt added this warn- 
“The difficulty with many of 
market research techniques is 
it we take them almost too seri- 


isly. By that I mean that most! 
us try to reduce everything to} 


ees .L eimaes,  ae ENS + 


human mind in bar charts and 
statistical tables. 

“Just remember,” Dr. Britt said, 
“that all research techniques have 
to be used with caution. Every 


one of them has its own proper) 


place. Each one can be of great 


tools of psychologists. | 
“No one should throw out the! 
quantitative methods for 


Naturalure Names Agency 
Naturalure Bait Co., Pasadena, 


33 


| Borden Perfects Package 
Borden Co., New York, has an- 


the has appointed Conner, Jackson, nounced that it has been using a 


qualitative, or vice versa. Both Walker, McClure, San Francisco, new packaging method which vir- 
have their uses. Let's just be sure to direct its advertising. National tually prevents mold growth with- 


are 


value, if proper controls and safe-| 


guards are employed. Quantitative | 


both consumer and trade, will be 
used. 


that we know what these uses 4Nd regional sports publications, out the use of an antimycotic, since 


last summer, for its pre-packed 
| cheeses. Certain wrappers which 
| used dehydroacetic acid as a mold 
| inhibitor had been branded poison- 


BER Homes Bowes Manuger Karnes Named President ous by the Food & Drug Adminis 
a “e Ale Charles A. Bowes, who has been | illi Z $ ~uti oes. : nd 
ve to make up tables and graphs portance. So are the qualitative | an account executive with Ruth- PR ye oy sae "hoe ae ae — 
id charts. But, as a psychologist, methods—such as depth inter-| rauff & Ryan’s Los Angeles office president of Beatrice Foods Co. 
find that it becomes difficult to| views, projective techniques, free-| since 1943, has been promoted to | Chicago. He succeeds the late Clin- 
‘compass the complexities of the association tests, and the other| manager of the Los Angeles office. ton H. Haskell. 


imbers. We like to quantify. We| methods are of the utmost im-)| 


Flex-Let Increases TV 

Flex-Let Corp., New York, watch 
| band manufacturer, has begun an 
| expanded television spot campaign 
|which will eventually cover 36 
markets. The program started dur- 
| ing the week of March 15 and will 
| be supplemented with local news- 
| paper advertising as part of the 
company’s spring and summer pro- 
motion. Ben Sackheim Inc., New 
York, is the agency. 


THESE PARKROSE PEOPLE HAIL KGW’; LEADERSHIP | 
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Clover Valley Names Agency 

Muter, Culiner, Frankfurter & 
Gould, Toronto, has been ap- ‘ve 
pointed to handle advertising for SOs: 
| Clover Valley Food Co., Toronto, tees 
| processor of packaged foods. Ng 


FREE BOOKLET 

"Courtesy Pays Off!" 
Write today — use 
business letterhead, 
please. 


Ne 


CAREER 


ome 


GIRL “Prestige with 
local listeners 
makes KGW ‘tops’ in our area,” says Clara 


DRUGGIST “The most productive ad- 
vertising in Portland radio 
is KGW...the favorite in this area,” states Douglas 
Densem, Parkrose Pharmacy. 


BANK MANAGER 


“Definitely a good investment, whether you're 
a listener or have a product to sel] in Portland 
radio,” reports Arthur Damschen, manager, 
Parkrose branch of Portland Trust Bank. 


Johnson, Parkrose resident. 


Parkrose ve 
Where more than oan? joe 
by KGW’s “selling ...on 

most rapidly growing 

sections in the 
Portland area. 


are influenced 


The Pay-off of COURTESY 
is greatest on.... 


pe | 


WATERMARKED 


be | 
Fox River §& 


“The ‘Silent Salesman’ in the 
grocery business is Radio Sta- 


tion KGW... really the ‘People’s Choice’ in my 
store,’ asserts Parkrose Grocer G. R. Silverthorne. 


SCHOOL HEAD 


*Cotton-fiber makes the finest BUSINESS, 
SOCIAL, AND ADVERTISING PAPERS | 
“KGW’'s educational value and long-range civic os ones 2 | 
efforts have brought it a place of prominence in our 


community,” according to Don Campbell, Parkrose } 2s 
Superintendent of Schools. 


I appreciate, please, thank you! Grade 
school words, all of them, but powerful | 
friends of the man who writes money- [i 
making mail! 

Read free booklet, “Courtesy Pays es = 
Off!”... FOX RIVER PAPER'S latest contri- 2 
bution to better business letters. Author- ate, 
ed by Dr. Robert R. Aurner, University 
of Wisconsin professor of business 
administration for 18 years, now director 
of FOX RIVER Better Letters Division. 

Your effort to write productive mail 
—to select exactly the right word—is one 
of the reasons every letter costs more than 
75¢. Protect this investment with letter- 
heads and matching envelopes of cotton- 
fiber paper by FOX RIVER. Ask your 
printer for quotation today. ie 


FOX RIVER PAPER CORPORATION ces “s 
1130 S. Appleton St., Appleton, Wis. at 


“Our favorite station 


STUDENTS 


and programs that at- ra saat sean 

tract ALL age groups. Truly the best in the Portland ; 2 _- 
area,” declares Parkrose High School Students Diane took ret the papel as 
e > 


Mahoney and Jim Sheley. 


Fox River’ 
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Cutcaco, April 2—For almost a 
vear, the All-Industry Affiliates 
Committee has been discussing 
ways and means of preventing fur- 
ther reductions in AM rates. This 
veek, in a rousing meeting held in- 


Affiliates Committee Votes 4-Part Plan 
in Effort to Hold the Line on Rates 


dependently of the NARTB ses- 
sions, the committee approved a 
four-part program for holding the 
line. 

The committee, headed by 
Morency of WTIC, 


Paul 
Hartford, rec- 


“OFFSET DUPLICATOR TECHNIQUES 


newly revised a? bg te Ean 487 detailed and 


contains 


artwork ond copy, eK, 4 production Ps the offset | job. it 
is @ reference book of instruction. The table of contents 
Vee Offset Dupli Line tt 


fone 
Line and Halftone, Color in Offset, 


Binding 


B. Horris 


copy NOW 


Offset SS 
Typing ond Typesetting, Preparation of Art Copy, 
Operating the Duplicator, Small Shop Layout and Equipment, 
Press Troubles, Legal Responsibility, Glossary and Index. 
The book was written and revised by experienced men in 
the Graphic Arts 


Size 81 « 11 inches, 
Price $5 Ved plus 25¢ for handling ond postage. Order your 
FRED W. HOCH ASSOCIATES, INC. 


Publishers and Consultants to the Graphic Arts 
¥ 461 Eighth Ave. 


Negotives, Plate Preparation, Paper and 


Fred W. Hoch and Car! 
9% cloth bound. 


Richord Coruzzi, 


contains pages, 


New York 1, N. Y. 


ommended the following steps: 
1. The committee and the 


354 
Stations which supported its work 


will ask the research committee 
of Broadcast Advertising Bureau 
to appoint a new committee to re- 


NARTB Convention 


view all research concerning radio 
before such studies are under- 
taken, 

The proposed new committee— 
which will attempt to pre-judge 
research techniques—would be 
composed of representatives of 
network affiliated stations, inde- 
pendent stations, radio representa- 
tives, networks, the Assn. of Na- 
tional Advertisers and the Amer- 
ican Assn. of Advertising Agencies 


® 2. The stations represented by 
the committee—including many of 
the most important stations in the 
country—firmly resolve to stand 
pat on all rate cards. Further, they 
agreed that all desirable arguments 
will be used to prevent the “in- 


creasingly frequent attempts by 
advertisers and agencies to pur- 
chase time at discounts from pub- 
lished rates.” 

3. The affiliates ask a voice in 
any and all decisions regarding 
rates which their respective net- 
works may make in the future. 

They demand that the networks 
outline all of the facts bearing on 
any such decision. They also pro- 
test any proposed rearrangement 
put into effect “without full and 
frank discussion and regard for 
long-term industry values and 
solidarity.” 


s 4. Inasmuch as NARTB and the 
Broadcast Advertising Bureau 
have improved their services to 
members and the entire radio me- 
dium—and thus helped maintain 
the value of radio—the committee 
called for the formation of a 
“united industry front” to support 
both organizations. 

The new aggressive spirit on the 
part of radio broadcasters was 
very much in evidence at the af- 
filiates meeting. There was a com- 


vright 1082 


Redbook Magazine 


where they read 


and shop— 


in Hedhook 


THE YEARS from 18 to 35 are the dynamic vears in a person's life... 


new ideas. 


building years, the buying years. Young Adults are ~ 
they need furniture, 


the age of decision and action . 


and women are most enterprising 


_ most alert. . 


These are the years for marrying. raising families . . 


automobiles, 


refrigerators, 


ie Meet your best customers 


the Young Adult vears when men 


. most receptive to 


. the 
hungry” buyers 
toiletries. foods. 


beverages, appliances for their new homes. clothes for their brand- 


new families . . . 


buying most of these for the first time. 


These acquiring Young Adults are REDBOOK’s favorite audience. 


REDBOOK goes all out for them, choosing every feature, article, 
for its extra-special impact on Young Adults... 


story 


offering them advice, 


assistance, and inspiration in their brand-choosing years. 


REDBOOK exceeded its 1,950,000 guarantee in the last 6 months 


of °51 despite a 40% increase (from 25¢ to 35¢) in the price of news- 


stand copies. January and February both exceeded 2,000,000! 


Each month a greater number of advertisers is reaching this 


growing market. Every sign inquiries, requests for booklets, mail- 
order returns confirms the growing influence that REDBOOK exerts 


on the buying habits of its young readers, 


No matter what media vou are now using. vour list will be stronger 


when vou include the one mass magazine that concentrates on your 


best customers— Young Adults. That magazine is REDBOOK. 


bung 


THE VITAL YEARS 


ime??? from 18 to3 Pax +37 39 41 43 45 47 49 SI 53 5S 57 59 61 63 65 67 69 71:73:75 7779 2? ? 


Adults 


THE VITAL MARKET 
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plete absence of the pessimism 

that marked the meeting a year | 

ago. The desperation also was 

missing. { 
Formed a year ago to fight the i 

CBS rate cut, the committee this 

week seemed confident that it was 

capable of handling any situation 

which might arise. 


® More than $19,000 was contri- 
buted by the group to support the 
committee’s work, and more than 
$11,700 remains in the kitty. De- 
spite the fact that its work has 
been in progress for a year, the 
group is only now getting around 
to such formalities as incorpora- 
tion, writing a constitution and by- 
laws, and electing officers. Mem- 
bers, incidentally, gave the com- 
mittee a carte blanche in handling 
such details and insisted that they 
would be happy to contribute more 
money if needed. i 
Rates obviously are close to the } 
heart of every broadcaster. When 
the networks yielded to pressure 
for a reduction last year, the Af- 
filiates Committee did some inten- 
sive soul searching to determine 
why radio had been devalued. 


s Members of the group felt that 
radio had not boosted rates since ; 
1940 as it should have done. But 
the discussions eventually led to 
the decision that research tech- 
niques were largely responsible for 
the rate slashes. 

The reasoning behind the first 
of the four resolutions went some- 
thing like this: “No other medium 
has provided more data about it- 
self nor spent more money gather- 
ing information. The studies that 
have been made have been open 
to misinterpretation. They have 
varied widely, therefore cannot be 
accurate. Thus the best way to 
correct the state of affairs is to set 
up a group to pass on all research 
before it is undertaken, to see that 
the answers will be fair.” 

As a result, the committee un- 
animously approved the resolution 
to set up a project screening com- } 
mittee, through the research com- : 
mittee of BAB. Eventually, the ; 
job probably will be offered to the 
Advertising Research Foundation. 


a 


@ Speakers at the meeting had 
harsh words for all the rating ser- % 
vices and singled out the Nielsen 
organization for special treatment. } 
(The recent agreement between 


NBC and Nielsen still rankles, { 
since affiliates were not con- % 
sulted.) 7 

In brief, the affiliates view ; 


themselves as a group of dealers, 
selling the wares of national man- 
ufacturers. They like the idea of 
having suppliers, but their primary 
interest lies in the protection of 
their individual operations—all 
else is secondary. 

They feel that the rating services 
have sold them short and that their i 
suppliers have been lax in defend- ' 
ing the pricing structure. From 
now on, station operators can be 
expected to get into the act at 
every opportunity. Future de- 
mands for rate cuts can be ex- 
pected to set off a giant-size dis- 
play of fireworks by the affiliates. 


i a 


Appoints Stone Ad Manager 


Peter Henderson, Stumpp & 
Walter Co., New York seed pro- 
ducer (formerly Peter Henderson 
& Co.), has appointed S. Oliver 
Stone ad and promotion manager. 4 
He previously was with Lever j 
Bros. Co. and J. Walter Thompson 
Co. 


WFAA-TV Appoints Saunders 

Jack Saunders, newspaper, ra- 
dio, public relations and advertis- 
ing agency fields, has been ap- 
pointed sales promotion manager i 
for WFAA-TV, Dallas. 


Names Hamburger Advertising 

The emulgents division of Gen- 
eral Emulsifier Corp. has appointed 
Edward Hamburger Advertising, 
New York, to direct its advertis- 
ing. 
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TV HAS A NEW 


matinee idol 


RALPH (9.5) EDWARDS 


In only two months on the air, 

Ralph Edwards has romped into company 
with the top five among all daytime shows. 
His national rating? A stout 9.5* 

His audience? A plump 2.7 million. His 
time spot? 3:30 to 4 pm, Monday through 
Friday—right between Kate Smith and 
“The Big Payoff”—both in the top five set. 
Can Ralph sell? That’s a matter of 
record that we’d like to tell you about. 
Can you afford it? The price for a 

15 minute segment is cut to fit practically ' 
any national advertiser’s budget. 


Call us and see. 


NBC \TELEVISION 


NO. 1 MEDIUM FOR YOUR SALES SUCCESS 


Radio Corporation of America 


A Service of q 


*American Research Bureau — 
National Audience, March 1-7, 1952 
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“Smartest idea in farm magazine 


———— \ 
SS \ 


FEATURES OF 


+ Home Building & Successful Family Teenagers’ Department 

Remodeling Profiles Rural Youth 

| Home Furnishings & Foods Organizations 
Equipment Fashions 


Rural Women’s Clubs 


Interior Decorating Beauty 
Gardening Handicraft Sceneeaity Projects 
Outdoor Living Family Health Religion 

Recreation Child Care Inspiration 


Travel Children’s Department Shoppers’ Section 
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| editing in a great many years” 


—says a prominent advertising agency executive about 
“Country Living’—Country Gentleman’s new maga- 
zine-within-a-magazine devoted to better living for 
every member of the family. 


—an observation confirmed by reader recognition of 
this broadened service... 


> 
Warmly welcomed by men and women readers coast to coast: 
oe “We especially approve of the new section “Country Living’, 
al with the underlying philosophy of the all-around good family 
fi ! life which inspired its creation.” Mr. V. C. J., Missouri. i 
\ Ye] “Rightly named . . . it’s bound to be a boon to country living.” 


— Mrs. M. J. N., Washington. 


“Congratulations on ‘Country Living’. We are all very much 


lias 
\S 
q 


<= impressed with it.” Mrs. M. J. S., New York. i 2 
. —_ ' 
‘ ory "Country Living’ is splendid!” Mr. N. B., North Carolina. H 
IN "Country Living’ is a wonderful idea, fun and a fine expan- ; 
: 
sion of the “Country Gentlewoman’ concept.” 4 ; 
y Mrs. A. R. W., Connecticut. ; ‘ 
Y ; 
A hit with advertisers and advertising agency people : 
7” 
“Wonderful idea . . . good editorial thinking.” 
* 
Lwing “Excellent idea . . . needed in new concept of farm family living.” 
“Some of the shelter books would do well to try to equal it.” 
the first complete editorial program of better living “4 big step forward. It will be obvious to your readers as well as 
i ‘our advertisers.” 
for the people of the soil who farm well to les coil: 
live well. It replaces “Country Gentlewoman,” “Will assure Country Gentleman of preferred readership and 
published for 17 years within the covers of will bring all members of the family in contact with our adver- 
Country Gentleman as the rural woman’s atte 
own service magazine. “Country Living”’ is 
a greatly enlarged program for all the rural 
family—men, women and children—covering 
their whole wide range of better-living interests. 
“Country Living” gives advertisers of products for ol ii ry 
better living the only medium designed 
specifically for their best new prospects 
today—the millions of prosperous rural people i mi. i 
who have become free-spending customers ‘ 
for all the rich variety of goods and 
services produced by American industry. A CURTIS PUBLICATION 
ee . a 
we - i ae * «aad 
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Rebuttals Abound in Bottle Battle; 
Old Forester’s Denver Sign Still Up 


Denver, April 1—It’s likely that Bldg. early in December. Nothing 
Denver citizens will have a case much happened at first. Then an 
of fatigue before they’re editorial headlined “I Want My 
through with Brown-Forman Dis- View Back” appeared in the Rocky 
tillers Corp Mountain News. 

It all started when the distiller The sign was erected a few 
put up a jumbo (47’) display of an, blocks away from the state capi- 
Old Forester bottle against the tol and Denver's city hall. It is also 
Denver skyline on top of the Zook | in front of the city’s view of the 


bottle 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


Rockies. The editorial 


News’ 
writer and a number of other citi- 
zens, apparently, decided that the 
blocked mountain view might de- 


ter tourists to some extent. Their 
cries were joined by those of non- 
drinking Denverites who entered 
the fray on moral grounds. 


® Then Stanley Barnett, the haras- 
sed Brown-Forman representative 
in the Colorado capital, said that 
Denver was an overgrown “cow 
town” and the trouble really 
started. After Mr. Barnett’s remark 
got around, Brown-Forman took 
five-column ads in the News and 
Post apologizing for the story and 
describing the statement as “re- 
grettable.” The ad went on to de- 
fend the bottle, explaining that 
all restrictions had been carefully 
checked before the sign was put 
up and defending the good taste 
involved. 

Legal attempts to remove the 
bottle failed even though an an- 
cient city ordinance was unearthed | 
to get it down. The ordinance says | 
that no rooftop signs can be 


Shout it From 


CROCKER, BURBANK PAPERS 


“ INCORPORATED 
FITCHBURG MASSACHUSETTS _ 


: the Housetops... 


“take me home”. 


reach out and grab prospects—make your displays say 


4732 ST. CLAIR 


SWITZER BROTHERS, INC. 


erected within 250’ of a city park. 
It was argued that a traffic island 
(see cut) in front of the building 
could be construed as a park. Legal 
counsel advised the city fathers 
against enacting the dusty law. 
The bottle stayed. 

The Denver adclub got into the 
act and wrote a letter to the 
American Assn. of Advertising 
Agencies committee on objection- 
able advertising. A reply from the 
Four A’s stated that the letter was 
“the best documented presentation 
of a case” it had received 


es A survey conducted by the Den- 
ver Post revealed that out of 200 
respondents 51% wanted the bot- 
tle down, 38% liked it there and 
the rest shrugged their shoulders. 
Another survey conducted for 
Brown-Forman showed that out of 
124 respondents, 69 were in favor 
of leaving the bottle up, 38 wanted 
it down and the other 22 had no 
| opinion. 

Back in Louisville, where 
Brown-Forman has its headquar- 
ters, policy meetings got under 


toothel 


DAY-GLO 


Coated 


A), your advertising has been whispering when it should shout — 
if your packages have been gathering dust instead of dollars 
—give them power with Crocker DAY-G LO Coated Papers. 
Dress them up with eye-catching, customer-stopping, sales- 
building super-bright Crocker DAY-G LO Coated Papers—in 

the colors that just won't let a buyer's eye go by. 

Crocker DAY-G LO Daylight Fluorescent Papers—the 

Brightest Papers in the World—will make every phase of a 

good campaign look better. They ll make your advertising 


“stop 


and shop” —and make your packages stand up and say 
From coast to coast —there are Crocker DAY-G LO paper 


merchants ready to serve you—ready to show you samples— 


ready to help you with promotion or packaging problems. 


Be Bright—use DAY-GLO 


avenes 


CLEVELAND 3, OHIO 


| cember calls for three 


Advertising Age, April 7, 1952 


The distiller has erected two 


way. 
other similar signs, one in Tampa, 
Fla., which went up in 1950, and 
the other in Louisville, where it 
has been since 1936. No complaints 


were registered as far as the 


whisky maker knows. 


|@ The Denver site for the third 
| bottle was chosen after an enter- 
prising representative of the Al- 
den Sign Co., Denver, called on 
Brown-Forman with the news that 
the lease was up for the space 
atop the Zook Bldg. A _ 10x20’ 
shield for Zook tires had occupied 
the space for a number of years. 
Brown-Forman signed a non- 
eancelable contract with the sign 
company for five years at $5,000 
a year and erected their bottle at 
a cost of $18,000. This means that 
if the bottle comes down Brown- 
Forman is out $25,000. 

The distiller is going to probe 
the matter further before any ac- 
tion is taken. 


|# Raymond Durrell, director of 
|trade relations, is heading for 
Denver this week to take part in 
a round table discussion of the 
|bottle over WKLZ. Mr. Durrell 
| told AA that another survey will 
| be made by representatives of the 
| psychology department at the Uni- 
| versity of Louisville in cooperation 
with the University of Denver. 
When results of this study, which 
| will cover about 500 Denverites, 
are counted up, the bottle’s fate 
will be decided. 

Brown-Forman has been plac- 
ing all of its ads in the Rocky 
Mountain News after a_ switch 
last year from the Post. Mr. Dur- 
rell told AA that in spite of the 
fact that the News started the to- 
do, no change in advertising sche- 
dules is planned at present. The 
current schedule set up last De- 
insertions 
in April and the next schedule 
will not be ready until the middle 
of the month. 


Signa-Craft Appoints Braun 


Lionel H. Braun has resigned as 
assistant director of sales promo- 
tion and public relations for Bul- 
ova Watch Co., New York, to be- 
come director of advertising and 
public relations of Signa-Craft, 
New York, maker of jewelry mon- 
ograms, initials and personalized 
accessories. 


Bunting Appointed President 

Earl Bunting, formerly sales en- 
gineer and sales manager of Gar- 
rard Sales Corp., New York, has 
been elected president of Televideo 
Affiliates of America Inc., New 
York. TAA recently was formed 
to provide television repair serv- 
ice with guaranteed high stan- 
dards and practices. 
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?ottstown Mercury’ 
ARF Study Turns Up 
Three High Ratings 


New York, April 2—One na- 
‘onal and two local ads in the 
lercury, Pottstown, Pa., last Nov. 
29 rank among the ten top-scoring 
ds so far measured in the Con- 
tinuing Study of Newspaper Read- 
ng 

A 160-line Prestone anti-freeze 
ad topped the men’s list of top- 
ranking national ads in the sur- 


veyed issue with a score of 33% | 


and tied for fifth place on the 
women’s list at 8%. The men’s 
score gave the ad a tie for sixth 
place on the all-study list of per 
cent leaders in the automotive- 
miscellaneous category. 

In the local category, an ad for 
a diner scored 10% with men and 
9°% with women—giving it a three- 
way tie for eighth place on the 
all-study list of per cent leaders 
in the hotel-and-restaurants cate- 
gory. Its index rating of men (119) 
and women (107) is the sixth 
highest so far in this category. 
eA 


140-line display ad for a 


small-loan company attracted 13% , 


of the men and 12% of the women. 
This was good enough to get it a 
three-way tie for tenth place in 
the all-study list of per cent lead- 
ers in the  insurance-financial- 
loans classification. Its index rat- 
ing of men (93) and women (86) 
is the third highest in this group 
so far. 


The surveyed issue was a 28- | 


page Thursday morning paper 
with a circulation of 19,328. It 
contained two sections and 99% 
of the men and all of the women 
saw or read something in the first 
16-page section, while 99% of 
both men and women read some- 
thing in the 12-page second sec- 
tion. 

This is study No. 141 of the 
newspaper readership research 
series, said the Advertising Re- 
search Foundation. 


Buys WKLX, Lexington, Ky. 

Central Kentucky Broadcasting 
Co., which owns and operates 
WLEX, Lexington, Ky., has bought 
all the stock of Fayette Broadcast- 
ing Co., owner and operator of 
another Lexington station, WKLX. 
The sale is subject to Federal Com- 
munications Commission approval. 
Reported purchase price is $100,- 
000. 


“INDUSTRIAL MAINTENANCE” 


GETS RESULTS! 


Sees 


GF Promotes Farris 


James R. Farris, assistant prod- 
}uct manager of General Foods’ 
|Igleheart Bros. division, Evans- 
ville, Ind., has been promoted to 
merchandising manager of the 
company’s Calumet division, New 
York. He has been with GF since 


| Brewer Joins ‘Park East’ 

Nate Brewer has left the adver- 
tising department of the New York 
World-Telegram & Sun to join 
Park East, New York. 


‘Time’ Gets Claghorn : 


Brake Shoe Buys Jumbo | 


| 
American Brake Shoe Co., New 


York, has purchased the plant and! The Sun Shines Bright On PADUCAH--- 
property formerly owned by Jum- . 
bo Steel Co., Azusa, Cal. American @ $500 Million Atomic Plant Is Going Up. 
Forge division of Brake Shoe will > @ Bank deposits up 76% in 1951. 

~ @ More than 20,000 new jobs in year. 


use the plant to start a steel forg- 
/~ The Paducah $unDemecrat 
t 


ing operation on the West Coast. 
28,000-Plus Paducah, Ky. Burke, Kuipers 
Daily - Sunday & Mahoney 


1 


John W. Claghorn Jr., formerly 
Philadelphia zone manager for 
Life’s retail sales promotion pro- 
gram, has joined the Boston ad- 
vertising sales staff of Time. 


Advertising Typographers 
Association of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 
ATLANTA, GA, 
Higgins-McArthur Company 
BALTIMORE, MD. 
The Maran Printing Co. 
BOSTON, MASS. 
The Berkeley Press 
H. G. McMennamin 
BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 
CHICAGO, Ikt. 
J. M. Bundscho, Inc. 
The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, O. 
The J. W. Ford Company 
CLEVELAND, O. 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 
Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 
Dayton Typographic Service 
DENVER, COLO. 
The A. B. Hirschfeld Press 
DETROIT, MICH. 
The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 
INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 
KALAMAZOO, MICH. 
Claire J. Mahoney 
LOUISVILLE, KY. 
The J. W. Ford Company 
MILWAUKEE, WIS. 
Arrow Press 
George F. Wamser, Typographer 
MINNEAPOLIS, MINN. 
Duragraph, Inc. 
NEW YORK, N. Y. 
Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 
Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 
The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 
Imperial Ad Service 
King Typographic Service Corp. 
Lino-Craft Typographers, Inc. 
Master Typo Company 
Morrell & McDermott, Inc. 
Chris F. Olsen, Inc. 
Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
Typographic Designers, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc, 
NEWARK, N. J. 
Barton Press 
William Patrick Co., Inc. 
PHILADELPHIA, PA. 
Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
John C. Meyer & Son 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 
Paul O. Giesey 
ST. LOUIS, MO. 
Brendel Typographic Service 
Warwick Typographers, Inc. 
SAN FRANCISCO, CAL. 
Reardon & Krebs, Inc. 
SEATTLE, WASH. 
The Deers Press 
Frank McCaffrey’s Acme Press 
of Seattle 


Look, Mom... 
no hands! 


Junior is proud of his newly acquired dexterity. 
He is sure it points him out among the other 
juvenile wheelmen. Wait "til his girl sees the act. 


Pe 


ATA craftsmen are just as proud of their reputation for producing 
fine typography which distinguishes them from ordinary typesetters. 
feel a personal responsibility in having every job exactly right 
before it leaves their hands. 


De ene a Rie, ar beget D Ny ta lai ca 


Pride of accomplishment is one of the intangibles you buy in ATA. 
Consider this—when only 73 firms in the United States set more than — 
90 per cent of the nation’s fine advertising, there must be a reason. AT 
firms have something that other typesetting plants do not have. 


To be sure, ATA shops have the finest equipment, the best of 
materials, the largest inventories of type faces, the most pleasant 
working conditions. But other firms can have these things as well, and 
still fall short of ATA standards—fail to approach ATA quality. 

The secret lies in the way ATA craftsmen regard their work. When 
they have given the final touch to a job, they feel exactly like Junior, 
proudly pedalling past his mother. 


AN AGS aE ANNEEN EOS BO 


Oh, a show-off? Not necessarily. The world has always bowed to 
those who made good their boasts. Would you have ATA firms 
conceal the fact that they produce superlative work? 


The best way to find out if ATA companies really deliver the quality 
they brag about is to phone your nearest ATA member. Without ee 
cost or obligation, he will gladly explain how it is done. 
Make that call today. 


Advertising Typographers Association 
of America, Inc. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY 
JERRY SINGLETON, Executive Secretory 
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Annabeile Candy 
Plans West Coast 
Drive for 10¢ Bar 


San Francisco, April 1—After 
of test marketing without 
advertising, Annabelle Candy Co. 
will spend a “large but unspeci- 
fied’ amount of money this year 
to promote its Rocky Road candy 
bar 

“To date, the bar is selling fine 
on its own merits,” A. S, Jaffe, na- 
tional sales agent for the company, 
“But to make it a real suc- 


a yeat 


Says 


ANNABELLES 


Fluffy rocky road chocolate-layered cen- 
ter made with fresh eggs—studded 
with crisp, fresh toasted cashew nuts 
and coated with rich milk chocolate. 
Your DIME buys more than ever be- 
fore. In the bright red foil wrapper. 


FOR SHEER CANDY GOODNESS 


: 
Z 
A 


cess and to convince the public 
that it is worth a dime will take a | 
major advertising campaign.” | 

First ads appeared March 19 in| 
14 West Coast newspapers. They 
described the bar as a “new taste 


msensation with a fluffy rocky road 


@enter made with fresh eggs, 
topped with crisp, crunchy, toasted 
Gashews...” 


@ The campaign will spread to 
Papers in other marketing areas 
im the three West Coast states. 


Also included in the program is 
Participation in the “Ladies’ Day 
with Lee” TV show on KPIX, 
ich is emceed by Lee Giroux 
Jmland & Co. Annabelle’s 
ney, announced that in the 
iths to come the campaign will 
in@luce the following: other TV 
. § s, radio spots, transit ads and 
joor advertising. The company 
alg will conduct 


in the San Francisco Bay region 


a jingle contest | 
| 


TOMA Produces Film | 


The Trailer Coach Manufaee) 
tufers Assn. has produced a 25-| 
miBute sound color motion picture. | 


The film promotes the desirability | 


Of Biving in a house trailer. It is} 
av@ilable to the general public 
th®uch club gatherings and 


groups 


A-D-V-E-R-1-I-E-S ). 


(Trade Mark) 


MAKE EXCELLENT 
BUSINESS 
PROMOTIONS 


That the verdict of many 
anding concerns (foods. 
nd tr beverages, 


MADE SPECIAL 
TO ORDER 


Signed a us 
ration of product 
trade mark, « 


experience 
QUANTITY LOTS 
SUPPLIED at nom 
tna! cost ; 
and 
samples of 
matter 
prices will be promptly 
ALSO REGULAR TIES—i\arge 
assortment 
and labeled 


Ties individually aac 
AMERICAN NECKWEAR MFG. CO. 


sent 


(Dept. AA) Phone WEbster 9-7592 
320 Se. Franklin St., Chicage 6, Iilinois 


Jager Ltd. Names Grant 

Karl de Jager Ltd., African 
maker of ladies’ clothing, has ap- 
pointed the Johannesburg, South 
Africa, office of Grant Advertis- 
ing’s international division to di- 
rect its advertising. 


Promotes Claire S. Hall 

Traffic Service Corp., Washing- 
ton, has promoted Claire S. Hall 
to advertising production manager 
of Traffic World. Miss Hall joined 
Traffic World’s production depart- 
ment in 1948. 


Waln to Alport & O'Rourke 

Jack Waln, formerly in the ad- 
vertising department of Pabco 
Products Inc., San Francisco, has 
been appointed an assistant ac- 
count executive of Alport & O’- 
Rourke, San Francisco. 


WHAS Inc. Appoints Reps 

WHAS Inc., Louisville, has ap- 
pointed Henry I. Christal Co. to be 
exclusive national representative 
of WHAS, and Harrington, Righter 
& Parsons to be national repre- 
sentative of WHAS-TV. 


Capehart Promotes Costello 
Capehart-Farnsworth Corp., Ft. 
Wayne, has appointed William 
Costello manager of the Chicago 
sales region. With Capehart since 
1950, Mr. Costello succeeds C. A. 
Bejma, who recently resigned. 


Neely Named PR Director 

Larry Neely, realtor and a board 
member of Lions international in 
Medford, Ore., has been appointed 
director of public relations for 
National Credit Card Inc., Port- 
land, Ore. 
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Wasmund Names Sales Head 


Lew Wasmund has been ap- 
pointed sales manager of Candle- 
Lite Inc., Cincinnati. Formerly, 
Mr. Wasmund was sales manager 
of the candle division of Emery 
Industries, which Candle-Lite pur- 
chased recently. 


Plan Santa Barbara TV Outlet 

Santa Barbara Broadcasting and 
Television Corp. has applied to the 
Federal Communications Commis- 
sion to license a television station 
in Santa Barbara, Cal. 


In the survey made by 18 leading industrial companies among their cus- 


U.S. Industry 


. 
* 


tomers and prospects, The IRON AGE topped all other industrial publica- 
tions in votes from all industry. 


This survey is the most comprehensive industrial readership survey ever 
made. It proves conclusively that more of the men who control or influence 
buying in all industry consider The IRON AGE the leading industrial publi- 
cation in America. 


This is No. 2 of a series 


NO. 1—Metalworking votes The IRON AGE No. | among al! types of magazines! 
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~re-Tested Flower 
Ads Go to Dealers 


Cuicaco, April 2—A brochure 
f ads is being sent out by the 
lorist Information Council to spur 
orists into trying harder to sell 
owers. 

The brochure contains sample 
ds for flowers at time of death, 
or hospital patients, schoo] dances, 
emetery bouquets or wreaths, and 
new store openings. The purpose 


of the ads, states a passage in the 


front of the booklet, is “to fight! 
in a positive manner the battle! 
against the growing program of| 


omission of flowers.” 

According to Bozell & Jacobs, 
Chicago agency which handles the 
Florist Information Council ac- 
count, this is the first time a sales 
promotion program has been cre- 
ated for “flowers at the time of 
death.” 

Ads for the campaign were pre- 
tested by Gould, Gleiss & Benn, 


Chicago marketing consultant who 
found them “effective and in good 
taste.” Florists can order the ads 
of their choice in three sizes for 
use in local newspapers. 


Mactadden Promotes Woods 

James Woods, who served as 
assistant to the late Metz Hayes, 
New England manager of Mac- 
fadden Publications, has taken 
over as manager, with headquar- 
ters in New York. Macfadden’s 
Boston office has been discon- 
tinued. 


CBS Promotes Reeves 

Charles D. Reeves, who joined 
CBS television spot sales two years 
ago as a film salesman, has been 
named to head the Chicago office. 
He will be assisted by George Ly- 
ons, formerly with Leo Burnett Co., 
Chicago. 


Jacobs Joins Bozell & Jacobs 
Archie Jacobs, formerly city 
editor of the Omaha Bee-News, has 
been named Pacific Coast repre- 
sentative for Bozell & Jacobs, with 
headquarters in Los Angeles. 


TOTAL MENTIONS 


Total mentions from all industry received 
by the first 20 industrial magazines. 


6,729 


seeeee 


Purchasing 
Electrical World 


Mill & Factory .............. 
IN siccandinsaiicatssnnsces 


Engineering News Record 


Electric Light & Power 


Electrical Engineering .. 


American Machinist 


Industry & Power ........ 


Chemical Engineering .. 


Plant Engineering 


MOIS oiiciciscssss...s: 
Mechanical Engineering 


Machine Design 


Product Engineering .... 


Power Engineering 


Modern Industry .......... 


WHY 15 THE IRON AGE NO. 
is @ horizontal publication. it is edited for off manege- 
ment—administration, production, engineering, financial, 
purchasing. Its intense readership across management 
plus the largest total distribution of ony metalworking 
magazine across the wide metalworking indystry meke 
it « natural to be voted No. 1. 

WHY 1S THE IRON AGE NO. I? Because The IRON AGE’s 
excellent record of service to mighty metalworking is 
unparalleled. Every week the latest vital news, marke? 
reperts, technical articles-any importent information 


PPP eee er iter reece e cere rere errr ree errr Ty 


TE CreTeeTrrrrrrerrrrerr TTT TTT yyy 


Suahssguass deveagasnseSimee .. 3,883 


eee eeeeee 


Pree rreeerrr re rrrrrrerrre rr Titty 


6,178 
3,950 


3,379 
2,900 
2,867 
2,348 
2,029 
1,968 
1,903 
1,671 
1,654 
1,584 
1,542 
1,536 
1,477 
1,474 
1,408 
1,291 


1? Because The RON AGE 


Why is this 


survey noteworthy? 


TL. itis the largest, most comprehensive indus- 
trial readership survey ever conducted. 


2. the following 18 leading companies par- ° 


ticipated in this survey. 


Aluminum Co. of America 

The Black & Decker 
Mfg. Co. 

Brown & Sharpe Mfg. Co, 

Crane Co. 

Dodge Mfg. Co. 

General Electric Co. 
Apparatus Division 

The Goodyear Tire & 
Rubber Co. 


Mechanical Rubber 
Goods Div. 


P. R. Mallory & Co., Inc. 
Minneapolis-Honeywell 
Regulator Co. 
Brown Instruments Div. 


Socony Vacuum Oil Co, 


Union Carbide & 
Carbon Corp. 
Bakelite Division 
Carbide & Carbon 
Chemicals Div. 
Electro Metollurgical Div. 
The Linde Air 
Products Co, 


United States Steel Co. 


Harnischfeger Corp. 
Hyster Company 


Westinghouse Electric Corp. 
Apparatus Division 


3. The 18 companies mailed a total of 198,837 
questionnaires to individuals on their customer 
and prospect lists. Replies totaled 42,878. 


4. All individuals contacted were men who 
control or influence buying, regardless of title 


or industry. 


5. Results were classified and tabulated by 


the McGraw-Hill Publishing Co. 


6. Magazines of all types—general, business, 
industrial—are included in survey results. 


thet offeets metalworking executives~ore flashed to the 
industry with the same fast-paced schedule general 
news is distributed by a Time or Newsweek. 

WHY IS THE IRON AGE NO. 1? Secause of The IRON AGE’s 
chsolvte relichility and authenticity — ettested to by 
thousands of quotes In the U. $. press... “According to 
The IROM AGE”. That's why metalwerking men, admin- 
istrative end epersiting executives belleve in 11, make 
decisions, from it, rum their plants by it... and buy ow? 
of its busy advertising pages. 


Ask your IRON AGE representative te show you a detailed 
tabulation of this survey — publication by publication. 


‘iran Age 


“a ELT 


PRRLICATION «78 


Ad Counseling for 
Small Business Men 
Urged by Russakoff 


| 

| New York, April 1—Clinic 
| groups in suburban areas where 
| local business men can get help 
'with their advertising problems 
were urged by Joseph M. Rus- 
sakoff, president of Vanguard Ad- 
vertising, at a meeting of the Assn. 
of Advertising Men. 

“Organized advertising must 
help the small business man or 
else our whole economy will suf- 
| fer, because without proper guid- 
ance small businesses lose much 
in wasted effort. And when waste 
occurs, whether in government or 
business, everybody loses,” Mr. 
Russakoff said. 

“Little business needs help and 
is unable to get or afford it.. .So- 
| called big business is nothing more 
| than thousands of small businesses 
| under one roof, The industrial gi- 
ants need healthy, thriving little 
| businesses to remain healthy them- 
| selves. Properly administered ad- 
vertising can be the doctor.” 


Rustaway to Duane Jones Co. 

Rustaway Corp., New York, has 
|named Duane Jones Co., New 
York, to handle advertising of. its 
Metalure, a metal cleaner. News- 
|paper, radio and TV _ schedules 
are planned. Rustaway was pre- 
| viously handled by Blackstone 
| Advertising, New York. 


' 

| Stewart Named Copy Chief 

Mrs. Marigrace Stewart, - 

| merly a fashion copywriter r 

| Maas Bros., Tampa, Fla., has n 

| appointed copy chief and an ha. 
§ 


count executive of Jack Lacey 
vertising, Tampa. 


Besitiies atte tek chro 


| Richards Names Gibraltar 

Caryl Richards Inc., Brooklyn, 
|N. Y., manufacturer of Rocget 
Wave, Poodle Perm and other 
| beauty products, has named Gi- 
| braltar Advertising, New York, to 
handle its advertising. 


Thompson Joins Fairbanks 
| Gordon Thompson, forme 
with Wilding Pictures, has 
| appointed head of television s 
| for the Cleveland division of J 

| Fairbanks Productions. 


| Shivas Joins R&R 

| James H. Shivas, formerly 
ithe Screenland Unit of J 

| Henry Publications, has joined 
| account service staff of R 
| rauff & Ryan, New York. 


<as< 


(eas 


what cooks with all 
this cake walk 
business, anyway? 


| 
| 
|| EARL A. CLASEN, 
| 


Oh, we're not talking about 
the old musical cake walk. 
This one’s set to a modern 
tempo: the smart housewife’s 
walk to the corner grocery to 


pick up her favorite baking- 
mix. Sure, that’s what's cook- 
in’ these days! And when it 
comes to getting Cincinnat 
homemakers into the Pills- 


bury cake walk, Times-Star ts : He 
|| advertising speeds the tempo, : 
as you obviously agree. For 


we note that you, like most 
food-products advertisers, SG 2 
choose the Times-Star to car- : : 
ry a major share of your Cin- 


cinnati newspaper advertising. 
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Advertiser Needs 10% More Dollars 


to Get Same Coverage in ‘52: Brorby 


(Continued from Page 1) 

An advertiser must consider that 
today’s market is bigger, Mr. 
Brorby pointed out. 

“There are 28% more families 
today [than there were in 1941]. 
To get the same circulation per 
family, the advertiser must spend 
69% more dollars than in 1941, and! 
10% more dollars than last year.” 

But today’s advertisement, he 
added, has less chance to make an 
impression than it did in 1941 be- 
cause of the greater competition for 
the consumer’s attention, time and 
dollar. Thus, while the advertiser 
needs a 69% greater budget just to 
get the same family penetration he 
did 11 years ago, to get the same 
sales impact he needs “perhaps a 
great deal more.” 

Cost indexes for each of the ma- 
jor media have been set up in the) 
study, and are shown in the five 
charts accompanying this article. 
These provide a measure for com- 
parisons of total dollar cost, cir- 
culation or coverage, and cost-per- 
1,000 circulation for each of four 
years—1941, 1946, 1951 and this 
year. 


® Here, in abridged form, is the 

t index data for each medium) 

luded in the study 

>ONSUMER MAGAZINES—All mass 
Gifeulation publications carrying a 
SUbstantial volume of advertising 
(amd for which ABC circulation 
reports are issued) are included 
in the study. The cost per bkw page 
per 1,000 delivered circulation in- 
er@ased from $2.58 in '41 (45 pub- 
lig@tions) and $2.86 in °51 to $3.05 


year (44 publications) 
ost trends for four-color ads 


be almost identical to the b&w 


trends, figures varying less 
than one percentage point 

Bince last year page costs have 
ing@feased 11%, circulation 4% and 
com per 1,000 circulation is up 7% 


@ Trave Pusricatirons—Sixty- 
three representative magazines di- 
reéted to 30 different industries or 
buBinesses were analyzed. Bkw 
page costs per 1,000 were com- 
puffed at $13.43 in ‘41, $16.10 in '51 
an@ $16.29 in ‘52 
With page cost up 6% and cir- 
culation up 4%, cost per 1,000 cir- 
culation has increased only 1% in 
the past year 
Newsparers—Data reflect the 
cost and circulation trends of all 
daily newspapers in the U. S 
morning, evening and Sunday. An| 
average milline rate for each year | 
was determined from combined net 
paid circulation totals and an agate 
line rate for ali papers. (It is in- 
teresting to note, the study points 
out, that many morning and eve- 
ning combinations were consum- 
mated between 1941 and 1946 when 
circulations were increasing at a 
greater rate than space costs.) 
During the past six years, Sun- 
day, evening and morning papers 
have shown approximately the 
same percentage increase in mil- 
line rate. The combined dollar fig- 
ures (milline rate) were $2.68 in 
*41, $2.95 in "51 and $3.16 in ‘52 
From 1951 to 1952 line cost in- 
creased 7%, while circulation re- 
mained constant, so the milline 
rate was up 7%. 


s OutTpoor—In the absence of “an 


acceptable, accurate method of 
measuring outdoor advertising 
costs on a national basis,” the 


researchers decided to base their 
indexes on the total cost of a 
100% showing nationwide, and on 
population, If the factors of pas-| 
senger car ownership and miles 
driven were injected, they point 
out, the cost trend would be more 
favorable to outdoor advertising. 
On the other hand, they add, the 


average cost per poster panel has 
increased 69.1% since 1941, con- 
siderably more than the cost of a 
100% showing across the country, 
the factor used in the study. } 

The cost of a 100% showing in- 
creased 7% over the past year. 
Population increased 2%, so cost! 
per 1,000 is up 5% over ’51. 


@ Network Ravpio—Radio figures 
must be qualified, the study says, 
because all the information re- 
quired for evaluating network ra- 
dio on a national scope was not 
available for 1941. Furthermore, | 
the industry associations, networks 
and station representatives “have 
no usable statistics that serve our 
purpose.” 

In computing radio cost trends 
the study used total U. S. radio 
families (up 46% since °41), the 
Nielsen Radio Index, which started 
in 1943 with an estimate of sets in 
use (nighttime) for 1941, and the 
combined one-hour nighttime gross 
rate for the four basic networks. 
No attempt was made to adjust 
figures to reflect the sharp in- 
crease in number of stations com- 
prising each network over this 
period. 

Current figures on listening, per- | 
centage of sets in use and average 
hours per evening are off sharply 
since 1946. The decline is more} 
pronounced since 1948, as _ the) 
trend was upward through that) 
year. Network rates increased from 
1941 to 1951, but all nets cut time 
costs last year. However, some of 
the cuts were in discounts, not 
gross rates. | 

Time cost is down 4% from the 
past year, but coverage is off 17%, | 
accounting for a cost per 1,000 rise | 
of 16% | 


® Spor Rapio—Using a representa- 
tive list of 32 stations (located in 
all sections of the U. S. and vary- | 
ing in power and network affilia- 
tion) the study applied the Nielsen | 
Radio Index against radio homes 
in the areas covered, and total 
cost for a one-minute nighttime 
announcement with maximum dis- 
counts. 

The study revealed that spot 

radio time costs have increased 
much more than network radio 
rates. On a national average basis, 
they have gone up 2% in the past 
year (mainly in non-TV markets), 
while coverage dropped 17%. This 
accounts for an increase in cost 
per 1,000 of 22% since last year. 
@ NetworK TELEVISION—In ne 
ing cost trends of TV this year, the! 
following data were used: NBC 
set installation figures and NL&B) 
estimates of families in the TV 
areas; Nielsen Television Index 
percentages on sets in use night-| 
time, and the combined half-hour | 
nighttime gross rate for the four! 
networks. 


While time charges are 30% 
higher than last year, coverage 
is 50% greater, so cost per 1,000 


has dropped 14%. 


@ Spor TELEvision—Again using 
the Nielsen index, and taking the | 
combined cost for one-minute 
nighttime announcements with 
maximum discounts on all 107 sta- 
tions operating on Jan. 1 last year, 
the study found the following: 
Time charges are 42% higher, cov- 
erage has increased 50%, and cost 
per 1,000 has dropped 5%. 

PropucTIon Costs—The cost of 
producing printed advertising has 
more than doubled since 1941. En- 
graving and art costs held steady 
since last year, while electrotyping 
went up 5% and composition rose 
10%, for an average increase of 
about 3% 
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John Cunningham 
Elected Four A’s 
Board Chairman 


Wuirte SULPHUR SPRINGS, W. Va., 
April 3—John P. Cunningham, ex- 
ecutive v.p. of Cunningham & 
Walsh, New York, today was 
elected chairman of the board of 
the American Assn. of Advertising 
Agencies. (For more about Mr. 
Cunningham, see Page 72.) 

Mr. Cunningham had been vice- 
chairman of the Four A’s for the 
past year, and succeeds Louis N. 
Brockway, executive v.p. of Young 
& Rubicam, New York, as head of 
the association. 

Henry M. Stevens, v.p. of J. 
Walter Thompson Co., New York, 


Harold Cabot 


Henry Stevens 


was elected vice-chairman, and 
Harold Cabot, president of Harold 
Cabot & Co., Boston, was elected 
secretary-treasurer. 


s Others elected at the associa- 
tion’s 34th annual meeting were: 

DIRECTORS-AT-LARGE: Clifford L 
Fitzgerald, board chairman of Dancer- 
| Fitzgerald-Sample, New York; Robert E 
Grove, executive v.p. of Ketchum, Mac- 
Leod & Grove, Pittsburgh ‘elected to fill 
| Mr. Stevens’ unexpired term); Henry G 
| Little, executive v.p. of Campbell-Ewald, 
Detroit; Lawrence Valenstein, president 
| of Grey Advertising Agency, New York 
| DIRECTORS REPRESENTING FOUR 
| A'S SECTIONAL COUNCILS: New York 
Council: Marion Harper Jr., president of 
| McCann-Erickson, New York; New Eng- 
‘land Council: J. Paul Hoag, president of 
Hoag & Provandie, Boston; Atlantic Coun- 
cil: Dan W. Lindsey Jr., partner, Lindsey 
& Co., Richmond; Michigan Council: El- 
liott E. Potter, v.p. of Young & Rubicam, 
Detroit; Central Council: John M. Willem, 
v.p. of Leo Burnett Co., Chicago; Pacific 
Council: Carl K. Tester, president of 
Philip J. Meany Co., Los Angeles 

The following directors-at-large will 
continue in office: William R. Baker Jr., 
president of Benton & Bowles, New York; 
B. C. Duffy, president of Batten, Barton, 
Durstine & Osborn, New York; Gorden E 
Hyde, president of Federal Advertising 
Agency, New York; Earle Ludgin, presi- 
dent of Earle Ludgin & Co., Chicago; E. 
E. Sylvestre, president of Knox Reeves 
Advertising, Minneapolis. 

At the organization meeting of 
the new board of directors, held 
following the election, Frederic R. 
Gamble was reengaged as Four A's 
president. 


TWA Names Henry Riegner 


Trans World Airlines, New 
York, has appointed Henry G. 
Riegner director of advertising. 
Formerly man- 
ager of advertis- 
ing production, 
he is now in 
charge of TWA’s 
media advertis- 
ing in the east- 
ern hemisphere 
and production of 
| all collateral ad- 
vertising materi- 
|als. Mr. Riegner 
|has been in the 
travel and trans- 
portation field 
|for 22 years, beginning with the 
|Cunard Line as a_ reservation 
clerk. 

C. A. Finkbeiner, formerly as- 
sistant production manager, re- 
places Mr. Riegner. John Keavey, 
formerly with G. M. Basford Co., 
has been named director of media 
advertising. 


Foehner Buys ‘Border Scope’ 


Harry Foehner, Harlingen, Tex., 
publisher of Texas Farming & Cit- 
riculture, has purchased Border 
Scope from Sam Gerald, Harlingen. 
Texas Farming & Citriculture will 
absorb Border Scope and service 
its circulation. Format and me- 
chanical requirements of TF&C, 
a tabloid, will remain the same 


Henry G. Riegner 
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Midwest Farm Families Buy 
50% More Packaged Food 
Than City Families 


Talk about the packaged food business 
among farmers of the 8 Midwest states and 
you’re talking about a sales potential bigger 
than for any comparable consumer group 
in the 48 states. In the Midwest: i 


@ Farm incomes are double the average for 
the nation. 

@ Farmers are their grocers’ best custo 5 

@ Rural population predominates, and — 

@ 1,276,107, or 8 out of 9 farm families depand 
upon localized Midwest Unit Farm Papers 


as their chief source of information of all 
kinds. ' 


am 


KILOWATTS AND GAS 
HAVE CHANGED THINGS 


The Midwest farmer’s wife today is as up- 
to-date as the city housewife in her food 
preparation habits. She cooks with eléc- 
tricity, or she cooks with gas. She has 

the modern conveniences . . . But her fam- 
ily averages larger. She serves more and 
bigger meals. Investigate the sales potential 
she represents. Buy the Unit—one order, 
one plate at a substantial saving in rates. 
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Fy NIDWEST tp UNIT 


RICHEST FARM MARKET IN THE WORLD 


% r 


OFFICES OF MIDWEST REPRESENTATIVES AT: 
250 Park Avenue, New York. . . 59 East Madison Street, Chicago 
Russ Building, San Francisco . . . 1324 Wilshire Bivd., Los Angeles 


IN THE MIDWEST, FARMING IS BIG BUSINESS...AND GOOD LIVING 
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“magazine 


| | The Volume Core 


Every business is built on a core of ‘‘preferred customers.” 

And they usually account for a larger proportion of the volume and 
growth than their number would warrant. That’s true of all 

business. U. S. corporations filing income tax returns number 630,670. 
Of the 536,833 which also filed balance sheets, 14.7% or 79,000 

of them did 80% of all the corporate business, and own 93% of the 
total corporate assets. The men listed in ““Who’s Who in Commerce & 


Industry’’ are representative of those who direct and control this vital core of the 
management market. In a recent poll, they gave ‘U.S. News & World Report” 


more votes as the one magazine most useful in their work than 
any of the six news and management magazines studied. 


This first-choice vote to “U.S. News & World Report” 

by such outstanding men of business and industry is only 

one of numerous such most useful awards. Similar 

votes by important people in all kinds of jobs and businesses 
show how “U.S. News & World Report” penetrates to every 

level in the nation’s most important companies and organizations. 
Their average family income of $13,557 measures their 
importance. And 80% of the subscribers ask us to mail their copy 
to their homes, for better attention and more thorough reading. 
Yes, “most useful” to its readers, therefore most effective for its 
advertisers —an attentive audience, concentrated in the nation’s core 
of successful and able people, alerted to news that affects 

their business, and not duplicated either in coverage or authority 
by any other news or management magazine. 
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FIRST IN ADVERTISING GROWTH 
° e eCws 1951 Revenue Gain 53% Over 1950; Greatest in Its Field 


Greatest in Its Field 


FIRST IN CIRCULATION GROWTH 
& Wo rid Re por t 1951 First 6 months ABC Gain 23% Over 1950; 
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Advertising in the Test Stage 


Advertising Age, April 7, 1952 


the consumer market. It “answers | weeks. TV spots and point of sale | from A. Martin _Rothbardt Inc. 
the problem of brittle hair,” par- aids also have been used. Although | Liquinet liquid hairnet advertising 


Cremo Starts Test 
in Newspapers of 
Marshmallow Creme 


Pui.apecpuia, April 3—Cremo 
Mfg. Co. will test its “easier to 
spoon” Cremo brand marshmallow 

creme with 


per ads in 
eastern Penn- 
sylvania, Del- 
aware and 
New Jersey. 

Copy will 
stress that the 
creme is light- 
er and cream- 
ier and has a 
better con- 
tainer. If the 
test proves 
successful, 
Cremo_ will 
next try a TV test and then ex- 
pand nationally 

The new jar eliminates the bot- 
tle neck and is stippled for dis- 
play purposes, It is 544” tall and 
holds 7'2 ounces of marshmallow 
The new label shows a full-color 
picture of the product in use and 
gives some recipes 

H. M. Dittman Advertising han- 
dles the Cremo account 


Femese. Chlorophyll 
Product for Women. 
To Be Tested in West 


Portcanp, Ore., April 3—A 13- 
w@ek test campaign for Femeze, 
afew chlorophyll product, is being 
started this month by Stanley Drug 


jucts Co 
he new addition to the chloro- 


ll ranks is a women’s pain- 
ever and deodorizer. As far as 
the Portiand drug house knows, it 
iethe first such combination to 


a market 
emeze will be tested on 28 sta- 


tidms of the Columbia Broadcast- 
a ens Pacific network and 

also have newspaper support 
in the 11 western states where it 
is being introduced. Plans are now 


being made for national advertis- 
ing and distribution via women's 


(REMO 


Sumario” 
» 


lel 


—-< — a 


magazines till c 
Edward S. Kellogg Co. Los|aged by repeated home perma- to go, Liquinet has already de- chiefly. 


Angeles, is the agency. 


TWURL TEST SUCCEEDS 


Cuicaco, April !—Liquinet Co, said. The product has been tried’ be used, but with more emphasis Co. reports a successful test of its 


conditioner in four cities as a re- | 


Twurl is said to be the first | color page in the comics section | ciates, which took over Liquinet’s 
small newspa-| product of its kind ever put on!of the Detroit Free Press for four| account about two months ago 


Lower your 
production 
costs 
Add to the quality of 


your point-of-sale 
displays, car cards, 
calendars, price cards 
with 
FALPACO 
COATED 
BLANKS 


Ask your distributor 
for samples and prices 


FALULAH 


PAPER COMPANY 


NEW YORK OFFICE e 500 FIFTH AVENUE 
NEW YORK 18. NY 
MILLS—FITCHBURG, MASS 


ticularly hair that has been dam- the test still has four more weeks/| consists of magazine and TV use, 


nents. Twurl makes it possible for | cided to introduce Twurl in Cin- 
women to again get the full effect cinnati, Cleveland, St. Louis and TRADING CARDS PULL 
from their home permanents, it is| Pittsburgh. The same media will Cuicaco, April 1—Orange-Crush 


soon introduce Twurl hair | out in beauty shops for two years.|on TV. new sales promotion offer—colored 
The campaign is handled by trading card pictures of dogs. 
Each customer buying a carton 
of Orange-Crush or Old Colony 
gets five cards showing dogs se- 


of a successful Detroit test.|# The Detroit test has included a| Sherwin Robert Rodgers & Asso- 
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lected from 34 breeds. Special dis-, Publisher Adds Two to Staff | HUGH W. GREGORY 
Toronto, April 2—Hugh W.| When he was 21, he started the! in point of service, joined F&S&R 


play pieces will be used in the 


campaign and the offer will be) york, has promoted Kenneth R. Gregory, 62, v.p. in charge of sales| engraving company, now the larg- 
made on the company’s “Green| Karasin to art director. Michael and a director of the Seiberling| est wood engraving concern in the 


Sherry Publishing Co. New 


49 


and came to Chicago 60 years ago. | country’s oldest agency media men 


Hornet Show” over the Mutual|P. Priano has been added to the Rubber Co. of Canada, died yester- | world. 
sales staff of Jewelers’ Buyers day. He was born in Whitehall, Va. 


network. 


Appoints Pilgrim Advertising 
Electronic Secretary Sales Co., 
distributor of a line of automatic 
telephone answering and recording 


Guide, published by Sherry. 


| Coprox to Paul-Taylor-Phelan 


Coprox (Canada) Ltd., Toronto, 71 


maker of Coprox masonry water- 


JACOB SANDER 


machines, has appointed Pilgrim| proofing compound, has appointed | 


Advertising, Chicago, to handle its 
advertising. 


| Paul-Taylor-Phelan, Toronto, to/ 31. ’ 
Mr. Sander was born in Latvia 


|direct its advertising. 


WILLIAM J. STAAB 


CLEVELAND, April 2—William J. 
Cuicaco, April 2—Jacob Sander, Staab, 53, manager of the media 
, president and founder of the| department of Fuller & Smith & 
Sander Engraving Co., died March/| Ross, died this morning of a heart 


| ailment. 


Mr. Staab, who was one of the 


Everything’s 
humming here! 


And there’s plenty in it for 

you. Because the new 
BEEHIVE RADIO NETWORK 
is busy providing advertisers _ 
with exhaustive coverage of a 
billion-dollar empire (annual 
retail sales: $1,024,809,000) 
honeycombed with farms and 
factories. The BEEHIVE—a 
combination of 50,000-watt 
KSL plus four other busy CBS 
Radio affiliates in Utah and 
Idaho—has a potential audience 
of 45,740 more radio families 
than any competing regional 
network. Now, thanks to the 
five stations of the new 
BEEHIVE RADIO NETWORK, 
you can get blanket coverage 

of the entire Intermountain 
America market plus intensive 
local merchandising of your 
product in key population 
centers. To gather in the riches 
that are waiting for you 
throughout this 576,000 
square-mile territory, just 

buzz KSL or CBS Radio Spot 
Sales and ask for complete 
information about . . . 


THE BEEHIVE’ 


RADIO NETWORK 
Frank B. McLatchy, Manager 


KSL, Salt Lake City 
KSUB, Cedar City 
KEEP, Twin Falls 
KEYY, Pocatello 
KID, Idaho Falls 


*Symbol of the early territory 
of Deseret (Utah, Southern Idaho, 
parts of Newada and Wyoming) 


|in 1913 as an office boy and was 
|}made manager of the media de- 
partment in 1928. 


DAVID B. BARKLEY 

Tampa, Fta., April 1—David 
Bennett Barkley, 64, a member of 
the advertising staff of the Tampa 
Morning Tribune for 35 years, 
died Mareh 25 at his home. 

Mr. Barkley, who was born in 
Lexington, Ky., spent one year 
as advertising manager of the old 
Tampa Telegraph. 


| 

_WALLACE H. WHITE 

| AvuBuRN, Me., April 2—-Wallace 
Humphrey White Jr., 74, Repub- 
lican senator from Maine from 1931 
to 1949, died at his home here 

| March 3i of a heart ailment. 

Born im Lewiston, Me. Mr 
| White attended Bowdoin College 
| and later studied law at Columbian 
University. He was admitted to 
| the bar in 1903 and practised law 
| for several years in his home state 
| before entering political life. 
| He was elected to the House in 
|/1917 and served there until his 
| election to the Senate in 1931. Al- 
ways active in communications af- 
fairs, Mr. White introduced several! 
|amendments to the Communica- 
| tions Act of 1934. The most famous 
| of these—the White-Wheeler bill 
|—was presented for consideration 
before the Senate interstate com- 
merce committee in 1944 but action 
on it was postponed indefinitely 
by Sen. Burton Wheeler a 
Mont.), chairman of the commi . 
because of widespread and loudly- 
voiced objections of the radio Gn- 
dustry. 

Mr. White was majority leager 
of the Republican-controlled @th 
congress before his retiremen€ in 
1949. 


HENRY I. PEFFER 

Pam Beacu, April 2—Henrg I. 
Peffer, 72, former president of - 
gram Distillers Corp. and WHite 
Rock Corp., died here yesterday. 

Mr. Peffer’s business career c@v- 
ered 50 years in industrial me 
cals and distilling. After attending 
City College in New York, he joified 
a paint and varnish company in 
Chicago in 1901. Sixteen years 
later, when he returned to New 
York, he was v.p. and genefal 
manager of the company. 3 

In 1926 he directed the a 
of several industrial alcohol ¢ 
panies to form American Solvents 
& Chemical Corp., and became its 
president. In 1934 he became pres- 
ident of Seagram Distillers Corp. 
and chairman of Joseph E. Sea- 
gram & Sons. He resigned in 1936 
to devote full time to Sylvania In- 
dustrial Corp., of which he was a 
director. He became president of 
White Rock in 1944, chairman in 
‘49 and retired from active busi- 
| ness two years ago. 


FRANK B. WHITING 

MENASHA, Wis., April 2—Frank 
B. Whiting, 66, president and a 
director of the George A. Whiting 
Paper Co. here, died March 31 in 
Buenos Aires, Argentina, where 
he was vacationing. 

Mr. Whiting was also chairman 
of the Whiting-Plover Paper Co., 
Stevens Point, Wis. 


WBBM Appoints Wold 


Robert N. Wold, formerly pro- 
motion manager for WTCN and 
WTCN-TV, Minneapolis-St. Paul, 
has been appointed sales-service 
and merchandising manager of 
| WBBM, Chicago CBS owned-and- 
operated station. The appointment 
is effective April 14. 


| Drive for Frozen Oysters 

| Gard Distributors Inc., Portland, 
Ore., is placing newspaper adver- 
tising for a new product, frozen 
breaded oysters in 12-0z. packages, 
packed by Willapoint Oysters Inc., 
Seattle. 
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Wasuincton, April 1 
Federal Trade Commission 


3 issued a revised version of 
e order to Standard Oil of Indiana 
to stop selling gas at tank 
prices to selected Detroit stations. The 1'%¢-a-gallon edge was 
the | granted to four big cut-price out-| 


The 


Originally issued in 1946, 


FTC Issues Revised Version of ‘46 Ruling 


car | titors. 


“| Ned’s Auto Supply Co. FTC said 


order was sent back to FTC by the | 
has| Supreme Court after Standard 
its argued the discounts were needed 
in order to meet prices of compe- 


At Low Prices You'll Like 


With our 35 years experience... with our 


highly trained staff... our complete labo- 


ratory and latest equipment, we produce 
quality TV «pots, show openings, ete., at a 
price lower than anyone else can touch. 


Send us your copy for estimate 


FILMACK STUDIOS 


1335 S$. Wabash Chicago 5, Ill. 
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| fits—Citron-Kolb Oil Co., Strike- 
man Oil Co., Wayne Oil Co., and 


58 other retailers were placed at 
| a disadvantage. 

In issuing its revised order, FTC 
rejected the defense that Standard 
granted the lower price to meet 
offers of competitors who might 
| otherwise have lured the accounts 

| away. 


® FTC conceded Red Indian Oil 
|Co. offered gasoline at a lower 
price to two of the big dealers, but 
said Red Indian was selling “off 
brand” merchandise. 

In choosing tank-car customers, 
FTC said, Standard used a pre- 
Robinson-Patman Act formula 
which made the lower price availa- 
ble to million-gallon purchasers 
who had ample storage facilities 
| and good credit standing. 

Since Standard’s competitors 
were using the same pricing for- 
mula, all firms might try to de- competition, FTC said. ‘The com- that result,” FTC stated. 
| fend discriminatory prices on the mission does not construe the The order is not final. Stand- 
‘ground that they were meeting) words ‘in good faith’ as permitting ard is being given 30 days in which 


NEW COMBINATION—Everybody seems pleased as Kate Smith looks over the Anson 
jewelry which will be solid on her nighttime telecast over NBC-TV starting April 16. 
Equally jubilant (left to right): William Coulthurst, assistant to the president of 
Anson; Ted Collins, Miss Smith's co-worker, and Olaf Anderson, president of Anson. 


AIRCRAFT 1951 
‘ PAYROLL.....$101,134,329 


1950 $42,127,834 


: SALES.......... $113,716,691 


1950$104,500,000 


THE MOST 
: IMPORTANT CORNER 


aN IN THE U.S.A 


v3 ATW 
¢ SAN DIEGO 
CALIFORNIA 


“ REPRESENTED NATIONALLY BY THE 
3 WEST-HOLLIDAY CO., INC. 


to file comments. 


s Commissioner Lowell Mason is- 
sued a statement commending the 
commission for simplifying its or- 
der along lines he proposed when 
the original order was issued in 
1946. 

At that time, FTC ordered 
Standard to avoid discriminations 
“in a manner similar to the dis- 
criminations described in its or- 
der.” At the time, Commissioner 
Mason said FTC’s order was too 
vague for business men to under- 
stand. 

The proposed order says simply 
that Standard is not to sell gaso- 
line “to any retailer at a lower 
price than to any other retailer 
who in fact competes with the 
favored purchaser in the resale of 
such gasoline to the public.” 

Commissioner Mason said he will 
comment on FTC’s discussion of 
the good faith issue after Standard 
files its comments. 


@ Thomas E. Sunderland, general 
counsel for Standard, issued a 
statement to the press after hear- 
ing the FTC ruling. 

On the question of good faith, 
Mr. Sunderland cited the fact 
that FTC's trial examiner had 
found Standard’s jobber prices 
“were granted to meet equally low 
prices by competitors.” The com- 
mission’s counsel, he stated, had 
admitted that “no evidence con- 
troverting” good faith had been 
given. 

In the courts, he said, it was 


| found that there was “substantial 


evidence in the record” that Stand- 
ard’s prices were made “in good 
faith.” The case was argued be- 
fore the Court of Appeals and 
twice before the Supreme Court 
on the FTC’s theory that good 
faith was not in question. 

The Standard attorney described 
the new ruling as “some new jar- 
gon to disguise the fact that they 
are really pursuing the same legal 
theory that the Supreme Court has 
already rejected.” 


Moran & Hedekin Is New 
Representative Company 

Moran & Hedekin, publishers’ 
representative, is a new company 
located at 18 E. 4lst St. New 
York, and the Georgia Savings 
Bank Bldg., Atlanta 

Daniel E. Moran, president, re- 
cently resigned from Shannon & 
Associates, where he was v.p. and 
director. Edwin C. Hedekin, v.p., 
was previously associated with 
Ridder Newspapers Inc. He was 
the national advertising manager 
fer the New York Journal of Com- 
merce. 


WBBW Affiliates with ABC 


WBBW, Youngstown, O., will 
affiliate with the radio network 


|of American Broadcasting Co. on 


May 1. WBBW is owned and op- 
erated by Mahoning Valley Broad- 
casting Corp. - 
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Need for More 
Life Insurance 
Advertising Told © 


New York, April 1—Life in- 
Surance companies would do well 
to increase their advertising bud- 
gets and give their ad managers 
more rank in the corporate setup. | 

This advice was given by Jack 
R. Morris, director of public rela- 
tions of Business Men’s Assurance 
Co., in a talk last week before the | 
eastern round table of the Life 
Insurance Advertisers Assn. 

“I don’t think there is much 
doubt among us,” said Mr. Mor- 
ris, “that our advertising programs 
are still very small buttons on a. 
big vest. Then, too, it is only 
natural for us to observe that the | 
advertising manager for a soup! 
maker or the manufacturer of 
automobiles is a V.I.P. in his in- 
dustry, despite the fact that their 
total sales volume would be very) 
insignificant compared with the 
premium income of many life in-| 
surance companies.” 
® He pointed out that life com- 
panies put less than one-sixth of 
a cent from each dollar of income 
back into advertising. This figure 
was compared with the 4%% of 
every sales dollar put into adver- 
tising by the liquor industry. 

“Despite all this,” said Mr. Mor- 
ris, “I believe the future oppor- 
tunities of insurance advertising, 
sales promotion, publicity and 
public relations will be far greater 
than any of us can now foresee. 

“In this connection I think we 
owe a debt of gratitude to some of 
the people attending this meeting. 
I refer to the members who have 
already had an effective part in| 
persuading their companies to. 
greatly increase their national ad- 
vertising, their promotion efforts 
and their public relations pro- 
grams. 

“If you saw the issue of The 
Saturday Evening Post of two or 
three weeks ago containing a 
spread of Mutual Life and some 
eight other full-page ads of splen- 
did life insurance companies you 
were looking at an indication of 
future trends.” 


e@ Mr. Morris saw “greater accom- | 
plishment and greater recognition” 
resulting from three efforts: 

1. “We must establish the fact 
that a more aggressive advertising | 
program can definitely assist the! 
sales and prospecting job. 

2. “We must help our companies 
to appreciate that they cannot de- 
pend solely upon the reputation of | 
the field man, excellent though he | 
may be, to interpret the company 
to the public. This effort must be | 
augmented by a planned public 
relations program in addition to 
the excellent job being done | 


the Institute of Life Insurance. 

3. “We must constantly keep 
ourselves informed of the latest} 
advertising, sales promotion and| 
publicity techniques, and be for- | 
ever alert for new ideas that can | 
be applied to the first two pro-| 
jects.” 


THE MODERN BLACKBOARD 


A unique, self-operated 
Projector that throws the 
projected images over the 
speaker's shoulder per- 
mitting him to face his 
audience at all times 

uses 314''x4" film slides 
or coated acetate for 
dramatic visual presenta- 
tations. Portable. Light- 
weight (only 7 Ibs.) Easy 
to e 


321 S Wabosh Ay 


Ostier Names Fairfax 

Ostier Ine., New York jewelry 
manufacturer, has named 
Fairfax Advertising to direct its 
advertising. National magazines 
and direct mail will be used to pro- 
mote Ostier’s line of designs in 


precious stones. Ostier was previ-| 


ously a direct advertiser. 


Opinion Builders Takes Over 
Sheldon, Morse, Hutchins & East- 


W.| on, New York public relations or- 


ganization established in 1931, has 
changed its name to Opinion Build- 
ers Inc., effective April 1. Robert 
Nathans, v.p. of the company, has 


been elected president, succeeding | 


Brahna C. Hutchins, who has re- 


| signed to enter the academic field. 


Joins ‘Progressive Grocer’ 

Stephen E. Campbell Jr., former- 
ly with Glamour, has joined the 
sales staff of Progressive Grocer in 
New York. 


Johnson Heads Production 

Marilyn Johnson has been ap- 
pointed production manager for 
Raymond L, Lang Advertising, 
San Francisco. 


T 


2nd largest 


Loughrin Joins CBS-TV Sales 

J. Richardson Loughrin, former- 
ly a producer with National Broad- 
casting Co., has joined the Chicago 
office of CBS television spot sales 
as an account executive. 


Agency Network to Meet 

Midwestern Advertising Agency 
Network will meet at the Bismarck 
Hotel in Chicago, April 19-20, for 
its regular quarterly sessions. 


n in retai 
sales in U.S. 


ee of. 


A New Service For Agencies An 


N May 1952, the first monthly issue of the YOUTH MAR- 

j KET NEWSLETTER will be sent to all agencies and 

advertisers requesting it. The Newsletter will be a 

monthly digest of news, advertising facts, items of interest, 

statistics and merchandising ideas for and about the Youth 
Market. 


BOYS’ LIFE has, for many years, conducted its own market 
research program to keep pace with developments in the 
rapidly changing youth market. It is now felt that an ex- 
tension of this program to include a complete culling and 
compilation of monthly data on the Youth Market in Amer- 
ica would prove to be vitally important to advertisers and 
agencies concerned with this market. 


The following is a partial list 
of subjects to be covered: 


Vital comparative statistics on boy and girl population; 
survey results of youth opinion on institutional and various 
product and industry classifications; news items of tech- 
nical, product and industry developments in the youth field; 
reportage on youth activities; new merchandising and ad- 
vertising ideas; advertising statistics among youth market 
advertisers. 


The monthly YOUTH MARKET NEWSLETTER will be 
sent only to authorized agencies and advertisers who re- 
quest it. Please use this form. There is no cost for the service. 


Send the monthly YOUTH MARKET NEWSLETTER to: 


NIN alk pte thn 0 5a aug teehee ee Your Position...... uit 
Agency or Advertiser.......... pha Pe ies aah web aed java 
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BOYS’ LIFE 2 PARK AVENUE NEW YORK 16, N. Y. 
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Advertising Council 
Reelects Repplier 


New York, April 4—Theodore S. 
Repplier has been reelected pres- 
ident of the Advertising Council 
ind fe new directors have been 
appointed to the public service or- 
ganization. They are Harry F. Byrd 
Jr Richard E 
Deems Bennett 
H. Fishler and 
Chris J. Witting 

Messrs Byrd 
Fishler join 
the council board 


yur 


and 


as newspaper in- 
dustry represent- 
atives. Mr. Byrd 
is publisher of 
the Evening Star, 
Winchester, Va., 
and the Daily 
News-Record, Harrisonburg, Va 
Mr. Fishler is editor and publish- 
er of the Herald-News and Sun- 
day News, Ridgewood, N. J., and 
the Sunday Sun and Sun-Bulletin, 
Teaneck, N. J. Also, he is presi- 


Theodore Repplier 


dent and associate publisher of 
the Commercial, Bangor, Me 
@ Mr. Deems, the new magazine 


industry representative, is general 
advertising manager of Hearst 
Magazines, New York 
The new broadcasting industry 
representative, Mr. Witting, is di- 
stor and general manager of 
Mont Television Network 
"Alian M. Wilson and George P 
Liidlam have been reelected v.p.s 
Three council directors have 
béen elected directors-at-large 
Tey are Fairfax M. Cone, presi- 
dept, Foote, Cone & Belding; Niles 
Trammell, board chairman, Na- 
tidhal Broadcasting Co., and Wil- 


liam G. Chandler, president, 
a Supply Co 


Macy Continues to 
Sell Ex-Lax Despite 
Injunction in N. Y. 


EW York, April 3—R. H. Macy 
& Go. will continue to sell Ex-Lax 
an@ other price-fixed drugs and 
cogmetics at cut prices despite a 
New York state court injunction 
ordering it to stop doing so 
fm announcing its policy, Macy 
sai@ it is able to circumvent the 
cogrt order because it buys the 
Merchandise involved outside of 
the state. This puts the products 
into interstate commerce outside 
of the control of the state court, 
which has forbidden the retailer 
to cut prices on price-fixed drugs 
and cosmetics made in the state 


@ Macy is appealing the court de- 
cision. In addition, fair trade law- 
yers say, there is a possibility that 
the court may take a contempt ac- 
tion. Whatever the immediate out- 
come an appeal undoubtedly 
would be taken 
The case was started last June 
Adolph Rothbaum, New York 
Macy _ slashed 
price-fixed items after 


by 
druggist, 
prices on 


when 


the U. S. Supreme Court ruled re- 
tailers did not have to maintain 
fair trade prices unless specific 


contracts had been signed. It was 
contended by Mr. Rothbaum that 
the Supreme Court decision did 
not affect commerce within § the 
state. Pending trial, an injunction 
was issued 

Macy can buy most of the prod- 
ucts it sells from outside the state 
and insists it has a legal right to 
do so and to sell at any price it de- 
cides to name 


Parents’ Promotes Sand 
Edward A. Sand, circulation di- 
rector of Parents’ Institute, has 
been elected a v.p. of the company 
He has been with the company six 
years and is in charge of circula- 
tion of Baby Care Manual, Chil- 
dren’s Digest, Compact, Parents’ 
Magazine and Your New Baby. 


Appoints Warren Randolph 

Warren F. Randolph, formerly 
account executive and copywriter 
of Beaumont, Heller & Sperling, | 
Reading, Pa., has been appointed | 
an account executive and copy-| 
writer of Sutherland-Abbott, Bos- 
ton. 


Warden Named Ad Manager 


H. T. Warden, formerly a v.p. 
of Foote, Cone & Belding, New 
York, has been named ad mana- 
ger of Langendorf United Bakeries 
Inc., San Francisco | 


‘Free’ Still Means 
‘Free’ to High Court 


WasHINGTOoN, April 1—‘Free” 
still means “free” to the Supreme 
Court. Yesterday it again upheld 
that position in refusing to re- 
view a New York circuit court 
decision in a case affecting Mod- 
ern Manner Clothes, New York. 

The circuit court had supported 
a Federal Trade Commission order 
forbidding Modern Manner to use 
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“free” in advertising when de-|Wexton Co. Five Years Old 
scribing apparel that is not in| wWexton Co., New York, is cele- 
truth a gift or gratuity and is not) prating its fifth anniversary this 
given without requiring some ac-| year. At the same time, the agen- 
tion that helps Modern Manner. | cy announces that it has doubled 
The FTC set its policy on use| its volume every year and that it 


of the word “free” in January,| expects to bill more than $1,000,- 
1948. 000 in 1952. 


| Three Magazines Move Broom Appointed S. M. 

Plumbing & Heating Journal,| John F. Broom has been ap- 
Plumbing & Heating Wholesaler| pointed general sales manager and 
and Sheet Metal Worker have} director of Sands, Taylor & Wood 
moved their executive offices to! Co., Boston maker of King Arthur 
92 Martling Ave., Tarrytown, N. Y.' flour and other food products. 


ARE THE FACTS 


ON THE UNMEASURED 


PLUS FACTOR 


* 
THE AMERICAN AUTOMOBILE 


RADIO 
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Living Standards Will Drop Without Higher 
Ad Budgets, Wachtel Tells Popai Meeting 


(Continued from Page 1) 
half-year with unprecedented op- 
portunity represented by peak 
savings and disposable income and 
a high employment level. 

The importance of price in ad- 
vertising, he said, has been over- 
rated. He cited surveys showing 
that brand name goods of higher 
price outsell lower-price, unknown 


costs.”" 

Mr. Wachtel cited grocery sur- 
veys to stress that the basis of suc- 
eessful retailing is weli-known, 
products when both are equally fast-turnover brands, pre-sold to 
displayed. the customer by advertising. 
These surveys, he said, show 


@ He told an audience of 1,200 three basic facts: 

marketing executives that for a “1. Cut prices and aggressive 
brand to succeed under present merchandising without a well- 
conditions of high distribution balanced use of name brands are 
costs, “it must have the push of| insufficient to build and maintain 
maximum marketing efficiency | a successful retail operation 


|and effectiveness which decreases; ‘2. Despite higher prices, name 


brands show a greater turnover 
and profit when displayed at point 
of sale equally with other goods. 

“3. Quality, not quantity or 
price, is the strongest selling fac- 
tor. Today premium brands are 
yielding greatest profit.” 


® Mr. Wachtel discussed some of 
the changes now taking place in 
retailing. Merchandising men, he 
said, have not yet fully appraised 
the implications of point of pur- 
chase advertising. “Retail sales- 


NEW AUTO RADIO STUDY, BIGGEST EVER MADE, 
SHOWS 83% OF CARS HAVE RADIOS 


Survey of 51,084 cars points to huge 
unmeasured potential audience 


What is the accepted factor in measuring 
media coverage? Circulation. You pay on the 
basis of measured figures. But...when you 
buy radio, you get a huge, unmeasured 


audience. 


You get auto radio audience. Important be- 
cause it is big. Vital because it is adult. Sales- 
productive because it is—of necessity—atten- 


tive to your sales message. 


The significance of this revealing auto radio 
study is far-reaching. It stresses a big plus 
factor in the value of radio. It adds further 
proof that radio is the “budget buy! 


WE WILL BE GLAD TO SEND YOU A COPY 
OF THIS STUDY, IF YOU REQUEST IT ON 
YOUR BUSINESS LETTERHEAD. 


EDWARD PETRY & CO., INC. 


Totals 42,846,000 


7 


Passenger Car Registrations in U. S. 


83% of the passenger cars surveyed have radios. 
Using this percentage as a national yardstick — 
35,562,000 American autos are equipped with radios! 
And this figure does not include other radio-equipped 
vehicles such as trucks, taxis. buses. 


488 MADISON AVE., NEW YORK 22, N.Y. MU 8-0200 


CHICAGO ° 
$T. LOUIS « 


LOS ANGELES + DETROIT 
SAN FRANCISCO * DALLAS 
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manship has deteriorated badly in 
recent years. Personal selling is 
less reliable. Point of purchase ma- 
terial is becoming more and more 
important to help clinch sales.” 

“The package itself,” he said, 
“can be the best point of purchase 
piece. It should be re-examined 
periodically to determine whether 
it continues to fit in with modern 
requirements of visual retail sell- 
ing.” 

At the annual Popai meeting it 
was voted to hold the 1953 an- 


nual symposium and exhibit March 

31 through April 2 at the Palmer 

| House in Chicago. In 1954, it will 

| be held in New York again 

\° William L. Stensgaard, presi- 

j}dent of W. L. Stensgaard & As- 

' sociates, Chica- 

go, was elected 

president, of the 

institute. He suc- 

ceeds Edward K. 

Whitmore, presi- 

dent of Oberly & 

Newell Litho- 

graph Corp, 

New York, who 

becomes board 

chairman of Pop- 

ai. W. L. Stensgoard 
Walter J. Ash, 

v.p., Consolidated Litho Corp. 

New York, continues for another 

year as Ist v.p. of the institute; 

S. Paul Boochever of Gibraltar 

Corrugated Paper Co., North Ber- 

gen, N. J., becomes 2nd_ v.p,j 

Paul Godell, of Arvey Corp., Chi- 

cago, becomes new western Wp. 

and general chairman of the 1953 

symposium and exhibit. ; 
Officers reelected are J. Kings- 

ley Gould, executive director, and 

Harry Fenster of I. Fenster & 

Sons, New York, treasurer. 
Newly elected directors include 

Arthur L. Scaife, General Elée- 

tric Corp., Bridgeport, Conn.; F. 

W. Bristol, Bristol-Myers Corp., 

New York; George Brown, Chi- 

cago Cardboard Co.; Chester 

Thomson, Einson-Freeman Go., 

|New York; Wm. H. Walters, U.S. 

Printing & Litho Co., New Yotk; 

Stanley Wessel, Stanley Wesgel 

& Co., Chicago, and Anthony J. 

|Borre, Magill-Weinsheimer Co., 


| Chicago. 


® This year’s exhibit was the larg- 

lest ever held by the _ institufe. 
During the three-day show it is 
estimated that 10,000 persons 
viewed the 60 exhibits of mank- 
facturers of point of sale materials. 
Displays with motion were more 
numerous this year. Materials 
shown included lithography, plas- 
tics, metal, plywood, etched glass, 
plexiglass, self-adhesive signs and 
shelf-strip tapes. 

Merchandising panel sessions 
for manufacturers and retailers 
were held during the meeting un- 
der the direction of Ralph Head 
of Batten, Barton, Durstine & Os- 
born, and W. Parlin Lillard of 
General Foods Corp. 


Industrial Surveys Opening 
Subsidiary: North Heads It 


James D. North, general man- 
ager of Western Beet Sugar Pro- 
ducers Inc., has joined Industrial 
Surveys Co., New 
York, as v.p. in 
charge of west- 
ern operations 
The company 
will shortly es- 
tablish a western 
subsidiary, under 
Mr. North, lo- 
cated in San 
Francisco. Mr. 
North, who was 
formerly v.p. and 
a member of the 

lans board of 

oote, Cone & Belding, will con- 
tinue his association with the beet 
| sugar producers, 

The western office is not ex- 
pected to be formally opened until 
Industrial Surveys completes plans 
to adopt the new corporate name, 
| Market Research Corp. of America. 


James D. North 
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PHOTO-ENGRAVERS 


IL_EC TRO- 


THE ONE WAY TO BE SURE 
about black and white plotes 
You've got to ‘proof right to print 
right" —so now we're including a 
color bar of 80% tone on every 
black and white proof. It gives you 
closer control than ever before 
over the final reproduction It's 
another example of Electro-Matic’s 


FY 


attention to detail — another rea 
son why it poys to call DElaware 
7.1277 for your engravings 


TINT GUIDE FREE 
A complete kit that gives you not 
only the full gray scale, but also 
the corresponding tone values in 
standard red, yellow and blue 
Write or phone for yours. 


MEMBER oO F CHICAGO P 


ELECTRO-MATIC ENG. CO. + 10 WEST KINZIE ST. * CHICAGO «+ DElawore 7-1277 &n years. 


TO ADVERTISING AGENCIES Pervo Paint Names Agency 
Pervo Paint Co., Los Angeles, 
maker of a complete line of paints 
and varnishes, has named Hixson 
& Jorgensen, Los Angeles, to han- 
dle its advertising. Television and 
trade publications will be used. 


| 
Logan Elected Monsen V. P. 
Guy J. Logan has been elected | 
v.p. of Monsen-Chicago-Los An-| 
geles Inc., advertising typographer. | 
Mr. Logan is manager of the Mon- 
sen-Los Angeles plant, which 
serves the West Coast. 


M ATIC 


Mayer Appointed President 
Robert E. Mayer, public rela- 


Pm oo 
‘> 7 Vie 
XY Whore. Cee eat 
7: 


* 

CMO tions director and executive v.p. 
— of the Pacific American Steam- 
Se al ship Assn., San Francisco, has 


been elected president of the asso- 
ciation. 


Berggren Heads Plans Board 


Richard Berggren, account ex- 
ecutive, has been appointed chair- 
man of the plans board of Walter | 
McCreery Inc., Beverly Hills, Cal. | 

! AT tO N He has been with the agency sev- | 


HOTO ENGRAVERS € 


ASSO 
| 


eS 
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Conventions 


*Indicates first listing in this column 

April 8. Associated Business Publica- 
tions, awards presentation, 1952 contest, 
Hotel Statler, Boston 

April 16. Brand Names Day, 
Astoria, New York 

April 20-24. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York 

April 25-27. Advertising Federation of 
America, Fourth (Florida) District, Casa- 
blanca Hotel, Miami Beach, Fla 

April 30-May 2. Assn. of Canadian Ad- 
vertisers, 37th annual meeting, Royal 
York Hotel, Toronto. 

May 4-7. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va 

May 8. Export Advertising Assn., 
international convention, Hotel 
New York. 

May 8-9. Public Utilities Advertising 
Assn., annual convention, Radisson Hotel, 
Minneapolis. 

May 11-14. National Newspaper Pro- 
motion Assn., annual convention, Brown 
Hotel, Louisville, Ky. 

May 19-20. Inland Daily 


Waldorf- 


fourth 
Plaza, 


Press Assn., 


| spring meeting, Congress Hotel, Chicago 


May 21-23. International Council of 
Industrial Editors, 11th annual conven- 
tion, Minneapolis. 

May 25-28. National Business Publica- 
tions, spring meeting, Shawnee Inn 
Shawnee-on-Delaware, Pa 

May 27-29. National Sales Executives 
Inc., 17th annual convention, Hotel Fair- 
mont, San Francisco 

*May 28-30. National Assn. 
portation Advertising, annual 
Blackstone Hotel, Chicago 

June 8-11. Advertising Federation of 
America, 48th annual convention and ex- 
hibit, Waldorf-Astoria Hotel, New York 

June 9-10. National Assn. of Magazine 
Publishers, 33rd annual meeting, Pocono 


of Trans- 
meeting, 


| Manor Inn, Pocono Manor, Pa 
June 16-17. American Marketing Assn., 
| conference, Netherland Plaza Hotel, Cin- 


\ 


ia 


» 


\\ ~ 


| 
| 


* 
than any 
other selling 
medium in 
the Oregon 
Market! 


3 


*7_The Oregonian 


2 


SPECIAL 


Wand We 
WA ayy 


} 
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| cinnati. 


June 16-19. National Advertising Agen- 

Network, annual management con- 
ference, Skytop Lodge, Skytop, Pa 

June 22-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Daytona 
Beach, Fla. 

June 22-26. Advertising Assn. of the 
West, annual convention, Olympic Hotel, 
Seattle. 

June 29-July 2. National Industrial Ad- 


| vertisers Assn., annual conference, Palmer 


House, Chicago 

Sept. 11-13. Newspaper Advertising 
Managers Assn. of Eastern Canada, an- 
nual convention, Mount Royal Hotel, 
Montreal, Que. 

Oct. 3-4. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 4-7. Mail Advertising Service Assn 
International, annual convention, Shore- 
ham Hotel, Washington, Cc 

Oct. 5-9. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 


Oct. 12-15. Pacific Council, American 
Assn. of Advertising Agencies, annual 
convention, Arrowhead Springs Hotel, 
San Bernardino, Cal 

Oct. 13-14. Inland Daily Press Assn 


annual meeting, Congress Hotel, Chicago 


Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston 

Oct. 20-21 Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Club, Chicago 

Oct. 20-23. Financial Public Relations 


Assn., annual convention, Coronado, Cal 


Nov. 20-22. Southern Newspaper Pub- 
lishers Assn., annual convention, The 
Greenbrier, White Sulphur Springs, W 
Va. 

Dec. 27-29. American Marketing Assn., 


conference, Palmer House, Chicago 


Markets ADisplay Kit 


Glo-Ad Co., Milwaukee, is mar- 
keting ADisplay Kit, which con- 
tains Day-Glo color sheets of die 
cut letters, numerals and art spots, 
backed with an adhesive coating. 
The letters can be picked out of 
the sheets to make a sign. The kit 
costs $18.95. 


West-Marquis Adds Accounts 


The Portland, Ore., office of 
West-Marquis has been appointed 
to direct advertising for Colum- 
bia Aluminum Products Co., mak- 
er of garage doors, and Sturm Ele- 
vator Co., manufacturer of freight 


nf and passenger elevators, both of 
* More support for your product... Portland. 
{ PORTLAND CITY NEWSPAPER by more grocers... 
; CIRCULATIONS ARE 80% to more readers in Appoints Elaine Reed 
, CARRIER-DELIVERED... AND Elaine Reed has been appointed 
THE OREGONIAN LEADS BY radio-TV director and account ex- 
? 4167 in this important family- ¥ h e Oregoni an Pe ge = oe a ae 
x buying audience...leads, too, PORTLAND, OREGON Havana 
in city and RTZ and total! oO Appoints Pilgrim Advertising 
e Largest Circulation in the Pacific Northwest Germ Proof Diaper Service, Chi- 
: cago, has appointed Pilgrim Ad- 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, vertising, Chicago, to direct its 


advertising. 
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Let's get the 
picture straight... 


Coverage of homes 
in NEW YORK CITY 


(5 BOROUGHS) 


NEW YORK NEWS 65.9% 


Ladies’ Home Journal 8.0% | 
Life 12.7 % 


Saturday Evening Post 6.4% 


Magazine circulations from latest breakdown @vailable, March 1951 @ H holds for families from U.S. census, 1950 


| All Business is Local 
NEW YORK NEWS 


220 East 42 Street, New York City 
| e Unmatched in New York City—a 7 paper market. 
| e More than twice the circulation daily and Sunday— 
| of any other newspaper in America! 
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‘ tor of advertising. 


HORLICKS 


world’s largest selling malted milk—now at 


NEW LOW PR 
‘Ge, 


7 
A Za 
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ICES! 


FRST IM WORLD. whi 
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WORLICKS—the first and Original Malted Milk! 


THE ORIGINAL 


ACTED MILK 
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NEW OUTLOOK—Ads promising lower prices and featuring a newly designed label 


are being run by Horlicks Corp., Racine, Wis., 


for its 80-year-old malted milk 


in McCall's, Puck—The Comic Weekly and independent roto sections, through Ruth- 
rauff & Ryan. The product will be sold through grocery outlets at a general whole- 
sale price reduction for the first time in its history. 


Advertisers Told 
What Kind of Ads 


‘Distributors Want 


| dustrial 


PHILADELPHIA, April 1—Two in- 
distributor groups have 
published a 12-page brochure to 
tell advertisers the importance of 
telling a distribution story. 

Called “How to Increase the Ef- 
fectiveness of Your Advertising 
and Sales Promotion,” the booklet 
stresses that “buyer-focused” ads 
pay off handsomely. 

The brochure points out that a| 
buyer wants to know three things 
about a product: its quality, local 
availability and the kind of ser- 
vice behind it. The last two items 
make up the quality distribution 


story and the brochure claims 
manufacturers neglect these 
phases. 


The booklet was published by | 


the joint advertising committee of | 


the National Industrial Distribu- 
tors’ Assn. and the Southern In- 
dustrial Distributors’ Assn. It was 
prepared by Geare-Marston Inc., 
the committee’s agency. 


Radio Cincinnati and Group 
to Start TV in Indianapolis 
Radio Cincinnati Inc., operator 
of WKRC and WKRC-TV, has 
joined with a group of Indianapolis 
individuals and companies to form 
Television Indianapolis Inc., to op- 
erate a TV station in the Hoosier 


capital. 
The group is also interested in 
WXLW, Indianapolis, and that 


station’s studio facilities are ex- 
pected to be used for telecasting 
purposes. The corporation is ap- 
plying to the Federal Communi- 
cations Commission for one of the 
channels available in the middle 
Indiana area. Radio Cincinnati 
Inc. also is affiliated with a Knox- 
ville, Tenn., group that is apply- 
ing for a television station in that 
section. 


| Agency Adds I]! to Staff 


Brooke, Smith, French & Dor- 
has added 11 members to 
its Detroit staff. New additions to 
the copy department are: Allan 
P. Dougherty, 
Joanne L. Guerber, Charles V. 
Hicks, James D. Killens and Vir- 
ginia Smith. New members in the 
art department are: Melvin Doeb- 
ler, Waldemar T. Lungerhausen 
and Charles Maricak. William T. 
Bendler and William H. Kennedy 
Jr. have joined the traffic depart- 
ment. 


| Dotted Line Club Sets Party 
The Chicago Dotted Line Club} 


will hold its first annual advertis- | 
ing and sales managers party Fri- 
day noon, April 25, at the Hotel 
Sheraton. 


Bradford Named Ad Director 

Vincent L. Bradford, v.p. of Mil- 
ford Rivet & Machine Co., Milford, 
Conn., has been appointed direc- 


Duram Leaves Hooper Inc. 
| George T. Duram, who has been 


account 
| subscribers 


executive 


to 


on 


advertiser 
Hooperatings, 


has 


resigned from C. E. Hooper Inc., 
New York. He was media director 


of Lever 
Hooper. 


Bros. 


before 


joining 
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Graphic Arts Assn. Elects 
Hubert S. Bowles, president of 
Sheldon Printing Corp., Chicago, 
has been elected president of the 
Graphic Arts Assn. of Illinois. 
Other officers elected are: Carl 
Gorr, Car] Gorr Printing Co., Ist 
v.p.; John W. Bornhoeft Jr., presi- 
dent of Columbia Printing Co., 2nd 
v.p.; W. I. Reeves, Kelmscott Corp., 
Aurora, 3rd v.p.; W. H. King, treas- 
urer of Stationery Mfg. Co., Chi- 
cago, treasurer, and S. F. Beatty. 
secretary and general manager. 


Calvert Names Stanfield 

The Montreal office of Harold F. 
Stanfield Ltd. has been appointed 
to direct advertising for Calvert 
Distillers Ltd., Amherstburg, Ont. 
The agency already handles three 
other Canadian subsidiaries of Dis- 
| tillers Corp.-Seagrams Ltd.: Reli- 
ance Chemicals Ltd., producer of 
Reliance anti-freeze and industrial 
chemicals; Captain Morgan Rum 
Distillers Ltd.; Four Roses Canadi- 
}an whisky. 


| OAAA Adds Landau Outdoor 
Landau Outdoor Advertising Co., 
Philadelphia, has been elected to 
membership in the Outdoor Ad- 
vertising Assn. of America. 


Four A’s Adds Broiles Co. 
Rowland Broiles Co., Ft. Worth, 

has been elected to the American 

Assn. of Advertising Agencies. 
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Retail Grocers Aren’t Exactly Apathetic 
About Selling Frozen Foods, Study Shows 


Cuicaco, April 1—Retail gro- 
cers are apparently sold on the 
future of frozen foods. 

Nine out of ten responding to a 
National Assn. of Retail Grocers 
survey said they expect their fro- 
zen food volume to increase in the 
next five years. As for the amount 
of this increase, 53.9% predicted 
business will double and 36.1% 
said they will triple volume in five 
years. 

This undoubtedly will be wel- 
come news to the packers and dis- 
tributors who gave the retailer a 
rough going over at the recent 
Frozen Foods Convention. The grc- 
cer has been charged with being 
apathetic about promotion of his 


Group 


Under $10,000 

$100,000 to $150,000 
$150,000 to $250.000 
$250,000 to $500,000 
$500.000 to $1.000.000 
Over $1,000.000 


freezer department. 


® The survey just completed by 
the grocers group included a mail- 
ing of 2,874 questionnaires, of 
which 859 were returned. Tabula- 
tion shows that frozen foods now 


account for 6% of dollar sales in 


member stores. 


Frozen juices topped the product 
list with 95.7% of respondents sell- 
ing them. Other lines scored as 
follows: vegetables, 95.6%, fruits, 
94.2%, fish, 93.9%, ice cream, 


BAG PICKER—Oneida Paper Products is 
giving away this dial bag selector which 


93.7%, poultry, 88.3%, meats, | shows produce packagers correct size, 


58.3%, pet foods, 49%, and baked | 


goods, 43.6%. 


A breakdown by volume group 


gives the following: 


Freezer Department Sales per week per foot 


of display case 
10.5 ft. per store $8. 


10.4 ft. per store $8. 

12.7 ft. per store $12.28 
16.0 ft. per store $11.26 
25.3 ft. per store $12.06 
43.5 ft. per store $17.55 


grade of film needed, storage tempera- 

| tures, etc., for pre-packaged fruits and 

vegetables. Bags are imprinted by Oneida 

with areas left for printing contents, 
weight and company name. 


D.C. Travel Agents 
Launch Ad Campaign 


| WasHtnctTon, April 1—“How to 


ABP Adds Two Publications 


Manufacturing Confectioner and 
Publishers’ Weekly have become 
members of Associated Business 
Publications. This brings the total 
ABP membership to 118. 


Stanton Joins Burkitt 


Ed Stanton, formerly an account 


executive with Hal Short & Co., 


| get to Europe and back for $200 
less per person.” 

That’s the inviting prospect of- 

| fered by six independent Washing- 


Portland, Ore., has been appuinted ton travel agencies in the first of 
an account executive of E. B. Bur- | a series of newspaper ads explain- 


kitt Advertising, Portland. 


"Jona ot kde: 


bee decane CITY | 


ALL BUSINESS IS LOCAL 


EVENING only. SAME subscribers receive MORNING issue. 


LOUISVILLE 


County, Ky., ied sak eee Seentis, | 


- Uetferson 
Pecan: Households final 


cake 


ing services that travel agencies 
have to offer. 

The cooperative series was 
started after independents felt they 
were tapping only a portion of 
their prospective market. From 


now to June, the agencies will run| 


a series of 360-line ads telling the 
general public about the many ser- 
vices they provide without charge. 

Ads are all tied together with 
the campaign theme: “It costs no 


more to take your trip to a Travel| 


Agency.” 

Independents participating in the 
campaign are Bianchi Travel Ser- 
vice; Lanseair Travel Service Inc.; 
Ober Steamship & Tourist Agency 


Inc.; United Travel Agency; Wink-| 


ler’s Travel Service, and World- 
Wide Travel Service Corp. The 
agents were organized and the 
campaign created by Henry J. 
Kaufman & Associates, Washing- 
| ton. 


| Direct Mail Shows Gain 


| A gain of 19.9% was registered 
in direct mail advertising volume 
| for February, over the correspond- 
}ing month of 1951, according to 
| figures released March 31 by Frank 
| Frazier, executive director of Di- 
rect Mail Advertising Assn. Direct 
| mail dollar volume for February, 
1°52 was $96,355,838. For the first 
|two months of this year the total 
is $188,256,223, a gain of 10% over 
the first two ‘months of ’51. 


| 
| Twentyman Rejoins King & Co. 
| Thomas J. Twentyman has re- 
joined Browning King & Co. as 
advertising director of its four 
metropolitan stores. He left the 
company in °48 to join Metropoli- 
tan Clothing Co., Dayton, and is 
credited with having written more 
than 1,000,000 lines of men’s wear 
newspaper advertising copy with- 
in a year. He succeeds Martin 
Weiner, who recently resigned 
from Browning King. 


Olin Promotes John Boone 
John T. Boone, assistant West- 
ern-Winchester sales manager, has 
been promoted to sales manager of 
the arms and ammunition division 
of Olin Industries Inc., New Haven, 
Conn. The new division is made 


up of the company’s Winchester | 


Repeating Arms Co. division at 
New Haven and its Western Car- 


Cleveland Four A's Elects 

Samuel L. Abrams, founder and 
president of Ohio Advertising, has 
been elected chairman of the 
Cleveland chapter of the American 
Assn. of Advertising Agencies. 
Kenneth E. Moore, v.p. of Fuller 
& Smith & Ross, has been elected 


vice chairman, and Andrew B.| 
Meldrum, account executive of | 


Meldrum & Fewsmith, secretary- | 
treasurer. 


tridge Co. division at East Alton, | 
Ill. 
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City Council Okays 


who jabber. about the 


And should their prognostica- 
tions of doom come true, he con- 
tinued, “there will be no such 
America as we know it, and when 
there will be no such America, 


) 
ee ees sD Sms on Rew hte 
YOULL LOOK LOVELY, TOO 


fiatly BRA 


NA 


Preteced and botted by The Walsh rape ion Go Oroctan 


MAKEUP MISHAP—In a recent issue of the National Jewish Post these two ads some- 
how ended up next to each other—and on the galley proofs even the column rule 
between them was omitted, the Post says. 


Telemeter Plan for 
Palm Springs Test 


April 1— 


PaLM SPRINGS, CAL., 
International Telemeter Corp. has 
been granted a 50-year franchise 
by the Palm Springs city council 
to bring Los Angeles telecasts into 
the area. 

The Telemeter aim test 
of its pay-as-you-see TV system 
(AA, Feb. 4). This involves a coin 


} 
; 
{ 
i 
! 
box and electronic tape to record | 
shows seen during a 30-day period. 
It will also bring television to an 
’ 
od 


is a 


area which has had no reception 
because of physical barriers. 4 

A special antenna will be built 
on a mountain in the outskirts of 
Palm Springs, and a coaxial cable, 
which will amount to a community 
antenna, will be set up along tele- 
phone lines. 

All seven Los Angeles TV sta- 
be brought to Palm 
Springs by Telemeter. In addi- 
tion, an eighth channel will be 
used for subscription television via 
the meter system. 


tions will 


Four A’s Chapter Elects 


Jerry F. Crollard, account ex- 
ecutive with Ruthrauff & Ryan, 
Seattle, has been elected chair- 
man of the Puget Sound chapter 
of the American Assn. of Adver- 
tising Agencies. Floyd Flint, head 
of the Seattle office of J. Walter 
Thompson Co., has been elected 
v.p. and Howard Smith of Condon 


juced under bed Or- 
sion of 


——_ “ss Kab 
Abrahare Shoutson of bed 
Pa 
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PHILADELPHIA, April 
national manufacturers of 
type of automatic gas range and 
the Philadelphia Gas Works Co. 
today open an extensive newspaper 
advertising campaign here to in- 


troduce the new ranges to the 
public. More than $150,000 will 
probably be invested in the cam- 
paign. 

This will mark the first con- 
sumer advertising of the new 


ranges, which require no _ pilot 
lights in the oven part of the ap- 
pliance. 

Participants are Caloric 
Corp., Philadelphia; George D. 
Roper Corp., Rockford, Ill., and 
Cribben & Sexton Co., Chicago 
The latter makes the Universal 
range. Two others, Magic Chef 
Inc., St. Louis, and Tappan Stove 
Co., Mansfield, O., are expected to 
join the program here soon. 


Stove 


@ The campaign will be built 
around 20 insertions of seven-col- 
umn ads to be placed by Philadel- 
phia Gas Works Co. in metropol- 
itan dailies here. The manufactur- 
ers get space in the ads according 
to the amount of space they take 
around the large ad 

The gas company will hold live 
demonstrations of the new ranges 
with the “jet ignition system” in 
its showrooms. Some 400 dealers 
also will show the new models 
simultaneously in the Pennsyl- 
vania-New Jersey area 

The gas jet ignition is called the 
first big improvement in gas 
ranges since oven heat control was 
first used more than 20 years ago 


® Jack Short, Gas Works advertis- 
ing manager, told ADVERTISING AGE 


that the entire gas industry is 
watching the program here. He 
said the American Gas Assn. is 


planning a nationwide promotion 
on the new models if the regional 
drive proves successful 

The drive is scheduled to end 
June 30. The initial newspaper 
campaign will be followed up with 
radio and television commercials, 
car cards and 1,000,000 envelope 
stuffers. 

Philadelphia Gas Works Co. it- 
self will put about $60,000 into the 
campaign, with manufacturers and 
dealers spending about twice that 


Philadelphia Gas Works, 3 Range Makers 
Open Test Campaign on ‘Gas-Jet' Ranges 


Co., Tacoma, secretary-treasurer. 


Condon Adds 3 to Statf 


Robert Matthiesen, free lance 
artist, Seattle, has been appointed 
art director of Condon Co., Tacoma 

| agency. Richard Nelms, formerly 
| with Alfred Goldblatt Advertis- 
| 


amount. Dealers will be paid 25% 
of their space costs. 


ing, Seattle, has been added to the 
Condon art staff. Virgil Lockwood, 
formerly with Beaumont & Hoh- 
man, Seattle, has been named a 
copywriter. 


‘Dog Supply Topics’ Now 
‘Dog & Pet Supply Topics’ 
Dog Supply Topics, published | 
by Powers & Co., Detroit, has} 
changed its name to Dog & Pet} 
Supply Topics. | Waite Joins KFOR 
The publication, formerly a tab- Dave Waite, formerly an an- 
loid, has been completely restyled nouncer for KOIN, Portland, Ore., 
into a pocket-size magazine. It is has been appointed program direc- 
enlarging its editorial scope to tor of KFOR, Hattiesburg, Miss., 
include retailers of supplies of all’ NBC outlet. 
other types of domestic pets be- 
sides dogs. Baker Appointed Ad Manager 


- Ted R. Baker, formerly with ' 

WCCC Appoints Heyl Condon Co., Tacoma, has been | 
WCCC, Hartford, has appointed named ad manager of Washington 

Anthony Heyl an account execu- Steel Products Co., Tacoma. q 

tive in its commercial sales de- i 

partment. KTLN Files for Power Hike | 

KTLN, Denver, has applied to 

Mayco Adds Two to Staff the Federal Communications Com- 

Mayco Advertising, Cincinnati, mission for a power increase from 

has appointed William Young 
manager of production work. 


myo ne 


1,000 to 5,000 watts and extension 
of broadcast time to 18 hours. 
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NARTB Warned 
to Study Rates 
and Legislation 


Cuicaco, April 3—Broadcasters 
must bring their radio rates into 
line with rising costs and “work 
hard to win the respect and under- 
standing of lawmakers,” according 
to Harold E. Fellows, president of 


NARTB Convention 


the Assn. of Radio and Television 
Broadcasters. 

In a luncheon address here yes- 
terday Mr. Fellows declared that 
“we can’t conduct our business to- 
day in the fiscal concept that 
guided us years ago when 
radio broadcasting was young— 
and the dollar was worth consider- 
ably more than 50¢. The deval- 
uated currency, the threat of infla- 
tion and the world-wide obliga- 
tions this nation has accepted be- 
long on your profit and loss state- 
ments.” 


® He said that there is one lesson 
that broadcasters can learn to- 
gether. “For too long a time some 
of us have closed our minds to an 
obvious economic truth—the curve 
defining our experience in increas- 
ing rates to meet the sensible re- 
quirements of staying in business. 
We have been very modest. The 
curve, in radio at least, has lagged 
behind the curve of rising costs. 
We must correct that situation in 
radio, based upon our evaluation 
of our worth. We must never let 
it happen in television.” 

Mr. Fellows listed many of the 
problems facing broadcasters to- 
day and told the members bluntly 
that “you are the people, when 
the chips are down, who must do 
something about them.” 


# In particular, he cited the 86 
pieces of legislation—directly af- 
fecting the broadcasting industry— 
now pending in Congress. Mr. Fel- 
lows said that it is impossible to 
expect legislators to “stop writing 
laws about us.” He added that “I 
don’t think that any legislator in 
the U. S. Congress, nor in a state 
assembly, is set upon a deliberate 
course in confining our media to 
boundaries where we cannot serve 
to the limit of our capacity. But I 
do believe that we must work hard 
to win the respect and understand- 
ing of lawmakers.” 

To emphasize his contention, he 
cited several pieces of legislation 
currently pending in Congress: 


® “There’s a bill affecting all ad- 
vertising that would set up a gov- 
ernmental consumers advisory bu- 
reau to provide the public with full 
information respecting all types of 
consumer goods. Enactment would 
displace over night all normal ad- 
vertising channels,” he contended. 

“There’s a bill which would 
amend the Communications Act, 
empowering the Federal Commun- 
ications Commission to prevent in- 
clusion in television broadcasting 
of matter offensive to public de- 
cency. This is not to be confused 
with the Benton Bill. Such pro- 
posals assume that we have no 
sense of decency. 

“There is another’ proposal 
which would forbid any expendi- 
ture for advertising or promotion 
of good will for lobbying purposes 
or for the promotion or defeat of 
legislation. 

“There’s a bill to provide that 
all time will be standard time— 
and another to provide uniform 
daylight time. 


s “There is proposed legislation 
that would tax you more heavily— 
that would launch investigations of 


your comportment—that would 
limit your opportunity to cover 
the news, a proposal which, para- 
doxically, is violating all of the 
concepts of public-interest broad- 
casting, which we have been told 
for years by government represen- 
tatives constitutes an index to our 
performance.” 

In reviewing the 30-year history 
of the association—and honoring 
the founder members—Mr. Fel- 
lows said that the NARTB now has 
about 1,000 AM station members; 
400 FM station members; more 
than 80% of the TV stations as 
members; four TV network mem- 
bers, two radio network members 
and almost 80 associate members. 


8 Moreover, he said, the NARTB 
now has about $138,000 in the bank 
—$90,000 more than a year ago. 
He asserted that, during the past 
year, the association has demon- 
strated that radio and television 
can live together. 

But he said that there still are 
more than 1,000 broadcasters who 


are not NARTB members and who Weaver Named TV-Radio Head 


should be encouraged to join. Mr. 
Fellows added that “a year from 
now there will be as many as a 
hundred more television stations 
on the air, according to educated 
guesses in the Radio-Television 
Manufacturers Assn.,” and that he 
hopes NARTB members will be | 
operating them. 


Mrs. Carol C. Weaver, formerly 
with a Dallas radio station, has 
been appointed television and ra- 
dio director of DeLoach Advertis- 
ing, Dallas. 


Gregory & House Adds Four 


Gregory & House, Cleveland, 
has added four accounts in its 


Terre Haute, Ind., office. They are 
Templeton Matthews Mining En- 
gineers and Frank Prox Inc., both 
of Terre Haute, and the dry clean- 
ing division of Davies Young Co. 
and Amole Inc., both of Dayton. 


Heritage Named Art Director 
Paul E. Heritage has been 

named art director of Nemarow 

Advertising, Vineland, N. J. 


Where's the headache? 


Regardless of sex, age or occupa- 
tion headaches play no favorites. 
Bromo-Seltzer car card advertising 
is mass advertising at low cost sell- 
ing relief to an ever-changing group 


of Cleveland prospects through 


Mitchell, 


McCandless & Klaus 


National City Bank Bldg. 
Cleveland 14, Ohio 


i NATA 


well presented in a 
new book designed 


by Will 


Burtiw 


an important story by 


THE UPJOHN COMPANY 


ee eee ee ee ee a 


The recent opening of The Upjohn Com- 
pharmaceutical 
manufacturing plant prompted this 66- 
year-old company to publish a book 
recounting the growth of the pharma- 


pany’s modern, new 


ceutical industry. 


Written by Robert Burlingham and de- 
“The Odyssey of 
Modern Drug Research’ 
surpassing beauty, for the interior pages, 
sparked with lively four-color illustra- 
tions, were printed on stock coated with 


signed by Will Burtin, 


is a book of 


Plastus Department 
MIDLANP, 


512K, a pow LaTex. Paper stock coated 
with 512K gives exceptionally accurate 
reproductions because the high degree of 
ink receptivity permits each half-tone dot 
to print cleanly and sharply. Higher gloss 
and a smooth, eye-appealing finish also 
contribute to that luxury look. 

For a plus in your own literature, specify 
paper coated with 512K. 

THE DOW CHEMICAL COMPANY 

Coatings Section —PL 172 


MICHIGAN 


New York + Boston + Philadelphia + Atlanta + Cleveland + Detroit + Chicage + St. Lows + Houston + Sam Francisco + Los Angeles + Seattle « Dow Chemical of Canada, Limited, Toronto, Canada 
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D's, Vere ns 


CINCINNATI April 1—“Den't 
4 think of your mailing lists as 
merely a record of names. Remem- 


ber that they are people. They are 
your prospects and your customers 
Remember, you are directing your 
message not to a mass of names, or 
a market, you are writing to hu- 
bs man beings—men and women—in- 
: dividuals you want to influence.” 

f This is what L. T. Alexander, 
% manager of the direct mail division 
of E. I. du Pont de Nemours & Co., 
told a convention meeting of the 
3 American Assn. of Industrial Edi- 
+ tors here last week 

: “Before putting one name on a 
plate or stencil,” he warned, “it 
must be first decided who you want 
: to influence—presidents? purchas- 
‘5 ing agents? building custodians? 
: or two or more kinds of people?” 


~~ ® After this is decided, he went on, 
the next problem is: Should you 
use the company name, or the 
individual's name and titie? Most 
authorities, he pointed out, recom- 
mend the use of the individual's 
name, his title and then the com- 
pany, in that order 

He warned, however, that when 
using titles “be careful because 

ey are frequently deceiving.” 

here are many variations for in- 
@ividuals performing virtually the 
Zame duties, he said. For example, 
4 cited the title of janitor, which 


s 


—- 
a 


now referred to as maintenance 
Supervisor or building custodian 
’ The best way to get names for 
the list, he said, is to start with 
pur own company sources 
ames, he told the group, can be 
ken from invoices, purchase or- 
telephone inquiries, space 
upons, plant visitation registers, 
nvention exhibit registrations 
* company stockholders. As an 


tside source, he recommends 


yoetan + 


Pa cao, Nighnsiiets,giahamenina 
pte ee Sn oo 


rs, 


sper Business Directories.” 
is booklet, he said, can be had 

y sending 65¢ to the Superinten- 
& of Documents, Government 
Printing Office, Washington 25, 
BD. C. He also suggested the Na- 


yal Council of Mailing List 
okers as another source. 
_ the list has been plated or 


Y SELL 
DIRECT 


for quick, low cost 
% NATIONAL 
2 DISTRIBUTION 


If building national distribution for your 
product or service 1s your problem 
look to direct-to-consumer selling. Every- 
where, in every state, experienced sales- 
; men and saleswomen are ready to carry 
s your line and demonstrate your product 

to your prospects. They do this at their 

own expense. Through this plan you ac 

complish nationwide distribution in a 
5 fraction of the time required by any 
other method . . . and at a fraction of 
the usual sales cost! 


‘wi Direct selling is a proved plan. It is big 

as business . . . over $7,000,000,000.00 in 

7, goods and services are moved to the 
consumer each year via the direct selling 
route. 


Every home, office, shop, factory, hotel, 
store and institution is reached by direct 
selling volume builders. If your line can 
be sold best by personal demonstration 
ae . «+ We invite you to get the facts ahout 
Ra direct selling and leading publication 
f serving the field for the past 28 years... . 
b. OPPORTUNITY MAGAZINE. The 
services of OPPORTUNITY 'S merchan- 
dising and planning staff are yours with- 
A out cost or obligation. Write in detail to 
Merchandising Director . . . 


™ OPPORTUNITY 
: MAGAZINE 


Dept. A-113 
28 E. Jackson Blvd. Chicago 4, Illinois 


Mailing Lists Aren't Names Alone, 
Alexander Tells Industrial Editors 


stenciled, Mr. Alexander 
three things should be 
mind: (1) Set the list up to fit 
your need, (2) code it properly, 
and (3) keep it accurate. 

To fit the individual need, he 
suggested that the plates be filed 
geographically by states, then al- 
phabetically by cities within those 
states. He said this was desirable 
if the magazine was mailed by 
third class mail permit. 


said, 
kept in 


In coding the list, he felt that! 


the source of the name, whether 
present or prospective customer 
and the date the name was put on 
the list should be shown. However, 
he said, “don’t put so many code 
marks on the plate that the post- 
master has trouble delivering it.” 


@ Next he pointed out that list 
maintenance is just as involved as 


setting up a list but it still doesn’t 
cost as much as the postage, print- 
ing and mailing expenses wasted 
on dead names, Lists don’t take 
that long to get out of date, he 
observed. Executives change jobs, 
are promoted, retired or die every 
day, he said. New businesses spring 
up, reorganize, merge and fold up. 
If the list isn’t kept up to date, 
he warned, companies are wasting 
money. 

He suggested various ways of 
maintaining lists: (1) Have your 
salesmen report all name changes, 
(2) use post office facilities, (3) 
use return addresses on the en- 
| velopes, and (4) zone the mailing 
| list. And besides daily mainte- 


it’s desirable to check up on the 
list periodically, such as once a 
year. 


® Arch C. Hancock, director of 
publicity and publications for 
Remington Rand Co., told the 


group that the “sooner manage- 
ments and editors alike stop all 
the prattle about the philanthropic 
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Nows the time 


for JELLO 


JELL-O TIME—General Foods is introducing this 214-Ib. fat man on posters in market 
areas of more than 25,000 population for Jell-O. The towel-clad man tipping the 
scales will also be featured in Life and Sunday magazine sections. 


readers their 
in plain words, is to sell merchan- 
dise, the better off everyone will 
be.” 

“In other words,” he said, “you 
have to give the people what they 
want. And they don’t want a 
glossy, fancy-fixtured advertising 
piece. So—if the external publica- 


nance, the du Pont executive said, reasons behind their externals, and, tion is to be successful, and by suc- 
admit to themselves and to their} 
objectives—which, | it must be lifted out of the usual 


cessful I mean sell products, then 


level of ‘house organs’ into the 
business paper classification.” 


® He pointed out that a good ex- 
ternal publication informs cus- 
tomers of all the possibilities of 
the product, thus extending the 
markets for that product. This can 


Your 
SHS th 
Michigan 
can be 


bigger 


4 


¥ 
i: 


r--- 


| the 
| GREAT 
| VOICE 


GET THE FACTS 


CONTAINED IN THIS BOOKLET 


“—THET MEAN MONEY 
IN YOUR POCKET | 


Fisher Building 
Detroit 2, Michigan 


RADIO STATION WJR—Dept. 30 


Please send me a copy of your Michigan Vacationland booklet. 


Title 


State 
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e done, he said, by proving to 
rospects, by means of down-to- 
earth case histories and pictured 
reports of installations, the worth 
of the product or service. 
“Inquiries and questions that 
may exist in the minds of cus- 
tomers or prospects regarding a 
product or service,” he said, “must 
be invited through the external 
publication. Pertinent articles 
should be presented that will es- 
tablish the publication as an au- 
thority in the field. 


8 “By showing intimate glimpses 
of the workings of the organization 
so that readers may feel well ac- 
quainted with the company...by 
keeping its readers informed of 
new trends and product develop- 
ments...these aid immeasurably 
in building favorable relations be- 
tween the company and its cus- 
tomers and prospects.” 

He stressed the following three 
basic points about external publi- 
cations: 

“1. There must be an under- 
standing between the editor and 


* Abways took tor the le Dot 
BULB BABE—TV fans will recognize pretty 
Roxanne, star of Sylvania Electric Prod- 
ucts’ “Beat the Clock,” when they see 
this counter display made by Forbes 


Lithograph Co., Boston, for Sylvania flash- 
b 


lbs. 


of an external publication—or an 
internal either—can give any in- 
telligent thought to editorial con- 
tent of his publication, attractive 
makeup to secure reader atten- 
tion, and so forth, he must be clear 
on his objective. 


a “2. The publication ostensibly 
seeking good will for its company 
is missing the boat if its sales ap- 
proach becomes so subtle that the 
reader’s only reaction is one of 
entertainment or passing inter- 
est. 

“3. The ideal external publica- 
tion will, aside from the necessary 
attractive appearance, be a well- 
balanced combination of material 
aimed to make the readers take 
some action in the vital battle in 
the maintenance of the American 
system of economics, material of 
genuine reader interest yet reflect- 
ing phases of the industry which 
the publication represents hnd ma- 
terial which inoffensively, yet def- 
initely, calls attention to the end 


management as to the objectives of results obtained by the use of the 
the publication. Before an editor company’s products or services.” 
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Crosley Sales Adds Three Genesee Brewing 
Crosley division of Avco Mfg. 
Corp., Cincinnati, has appointed P]q@ns 7th Annual 
three assistant managers to its 
sales sections. John C. McDevitt, ; H 
zone manager for Crosley in Char- Fishing Contest 
lotte, N.C., since July, 1951, has Rocnester, April 1—For the 


been promoted to assistant sales 


: : seventh consecutive year, Louis A. 
manager of the radio sales section. 7 


DeWitt C. Suplee, formerly man-| Wehle, board chairman of Genesee 
ager of Detroit television and ra-| Brewing Co., has started the brew- 
dio sales for Stromberg-Carlson €ry’s fishing contest for New York 
Co., has been appointed assistant state anglers. 
manager of the television sales Cash prizes totaling more than 
section. W. J. Rowlett, formerly | $5,000 will be awarded for the 
appliance sales manager of Kala~| Jargest fish caught in each of 12 
Sous sensed aulsaal omene oh different classifications. In addi- 
the range sales section. tion, there will be monthly prizes 
and guides’ prizes, for a total of 


| Bs 
Pappas Named Ad Manager 244 awards in all. 


Al . - 
Pe me he & ® To promote the contest, Genesee 


erts, Johnson & Rand Shoe Co., St. | has scheduled ads in 100 New York 
Louis, has been appointed ad man-| State newspapers, both dailies and 
ager of Curtis Mfg. Co., St. Louis.| weeklies. A 20-page portfolio is 
being supplied to all distributors in 
Jenter Named a Partner the state. It will be made available 
Carl M. Jenter has been ap-| 0t only to retail beer outlets, but 
pointed a partner of Jenter Asso-| also to sporting goods and hard- 
ciates, Mount Vernon, N. Y., maker| ware stores, barber shops, boat 
of displays and exhibits. | liveries and bait shops, etc. 
Each portfolio contains full de- 


tails of the contest and the pro- 
motional effort being put behind 
it, plus copies of a 24-page Louis 
A. Wehie New York State Fishing 
Guide, 1952 edition. Also being 
sent to distributors are large dis- 
play cards with a rack for holding 
contest entry blanks. 

Rogers & Porter 
agency. 


WCBS Promotes Bill Dix 3 

William P. Dix Jr., account - 
ecutive in the radio sales depaft- 
ment of WCBS, New York, s 
been promoted to assistant sa 
manager. Before joining WCBS he 
was with the New York office of 
Joseph Katz Co., and before that 
was an account executive w 
ABC. 


Coldiron Joins Wedgewood 

Gene D. Coldiron, forme 
fleet sales manager for James 
McAlister Inc., San Francis 
automobile organization, has b 


named assistant sales manager @f 
the Wedgewood division of Rhe 
t 


is Genesee’s 


; 


Mfg. Co., Newark, Cal., maker 
Wedgewood gas ranges. 


| Kendrick Joins Jones Co. 

| Samuel C, Kendrick Jr. has beén 
| appointed an account executive 

| Ralph H. Jones Co., Cincinh 
agency. Mr. Kendrick forme 
was with Foote, Cone & Belding 
Chicago for five years. i 


— * 


Adds Duties at Champion 


J. F. Lewis, Jr., viee president of 
Champion Spark Plug Company, who 
is director of purchasing, advertising, 
and public relations has taken on new 
duties as co-director of Sales Depart- 
|ment activities. Mr. Lewis, like most 
‘other men who are advancing in busi- 
ness, is one of the 376,330 daily Wali 
Street Journal readers from coast to 
coast. 

| (ADVERTISEMENT ) 
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This Week in Washington... 


Johnson Still Heckling Set Makers 


By STANLEY COHEN 
Washington Editor 

WasHINGTON, April 5—It doesn’t 
pay to quarrel with senators, par- 
ticularly senators as determined 
and alert as Sen. Edwin C. John- 
son (D., Colo.), chairman of Sen- 
ate’s interstate commerce commit- 
tee 

As almost everyone knows, Sen 
Johnson became convinced long 


ago that set manufacturers were 
conducting a_ sit-down _ strike 
against color TV. He badgered 


Federal Communications Commis- 
sion into color hearings. He ap- 
pointed himself official heckler 
when Defense Mobilization Chief 
Charles E. Wilson ordered color 
onto the shelf for the duration of 
the defense emergency 

On Feb. 8, Sen. Johnson sat in 


CENTRAL PRESS, INC. 
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one or more colors 


714 S. Adams St., Marion, Indiana 


on a color conference between 
NPA and set makers. He listened 
uneasily as manufacturers argued 


that color set production would 
divert engineers from defense as- 
signments. 

On Monday, he rammed the 


words back down their throats. 

Networks, including NBC, had 
been pressing FCC for a rule 
change which would permit indi- 
vidual licensees to have seven TV 
stations, instead of the five per- 
mitted at present. To justify the 
change, networks said the addi- 
tional stations would be in the 
new ultra high frequency band. 
“Therefore,” it was argued, “the 
rule change would speed the ar- 
rival of UHF.” 

“Let’s let this thing wait,” Sen. 
Johnson wrote FCC Chairman 
Paul Walker Monday. “Perhaps 
revision of the multiple ownership 
rule might accelerate development 
of UHF, but will it be done at the 
terrific price of still further con- 
centrating TV in a few powerful 
hands? 

“I notice that some of the inter- 
ests desiring to increase their TV 
network holdings are complaining 


that our current supply of elec- 
tronic engineers is so short that 
any additional use of engineers 
would amount to a diversion of 
engineers from defense work. 

“If there are no engineers to 
work on color television,” Sen. 
Johnson said, “how can they be 
spared for the proposed UHF de- 
velopment at this particular time?” 

. a » 

Commerce Secretary Charles 
Sawyer will have to get along 
without new public relations ad- 
visers. The House appropriations 
committee says so. 

Committee members gave an 
emphatic “no” last week to plans 
fora new office of public informa- 
tion at Commerce, at an expendi- 
ture of $37,000. This office would 
be in addition to the press and 
publications offices set up by the 
department. 

The new office of public infor- 
mation was to have a top flight 
“expert” at $14,800—a “super- 
grade” provided for only a handful 
of select government positions. Al- 
so, the office was to have an as- 
sistant expert at $13,000—still 
pretty much in the stratosphere, as 
government salaries go. 

In an effort to justify the plan, 
Commerce budget official Francis 
Cawley told the appropriations 
committee that Commerce infor- 
mation arrangements had been 
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Lowest Cost Coverage in Florida’s Top Markets 


> Taner 
Morning Tribune 


_ FLORIDA 


TIMES-UNION | 


JACKSONVILLE 
National Representative 
Reynolds-Fitzgerald, Inc 


FLORIDA 


* Based Management 1951 Survey of Buying 
Powe ‘ rent ABC Reports. using these 
three y ) o he 

im the $2 counties accountin e 


100% 


The use of more power means more industries, 
more business, more appliances in use. When any 
market increases its power consumption 328°, in ten 
years—that means sales for you 
Florida's three big morning newspapers give you 
blanket coverage in their markets. More than that, 
their 20‘; or better family coverage in those 
counties producing 80°; of Florida's sales greatly 
strengthens your advertising in other Florida markets 
What is the first choice for your Florida media list? 
thes Florida's three big morning newspapers, of course. 


National Representative 
Story, Brooks & Finley, Inc. 
A.S. Grant, Atlanta 
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FLORIDA 


Electric Power Consumption 


is up 328% 


from 1940 to 1950 while the increase 
in the U S. as a whole 
is only 168°; 


Sawyer-Ferguson-Walker Company 
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NEWSPAPER TEST—The newspaper end of 
a three-way test to measure the effect 
of TV, radio and newspaper ads for 
Palm Beach Co., Cincinnati, will look like 
this. Ruthrauff & Ryan is the agency. 


| widely criticized by the Secretary’s 
| advertising advisory committee. 

Creation of the new top level pub- 
lic relations office was supposed 
to result in improved operations 
which would make Commerce De- 
partment more understandable— 
| and useful—to business. 

* * e 

The appropriations committee 
had something of a vote of confi- 
dence for State Department’s of- 
fice of international information. 
While the international informa- 
tion budget for fiscal 1953 still 
faces some rugged legislative hur- 
dles, it came out of the appropria- 
tions committee with $111,000,000 
—an increase of $24,000,000 over 
the funds available this year. 

While the bulk of the increase 
goes to radio (Voice of America 
gets $27,500,000 compared with 
$19,881,000), other overseas infor- 
mation media were also given bud- 
get increases. 

The committee’s action was far 
from cursory. Investigators went 
abroad to track down reports of 
waste and ineffectiveness. During 


ment officials, appropriations com- 
mittee members drew heavily on 
a secret 160-page report submitted 
by investigators. 

Right now, however, opposition 
is forming in the House to chop 
the budget to current levels. 

+ . * 

The appropriations committee 

gave Census Bureau $1,450,000 for 


long questioning of State Depart- | 


Advertising Age, April 7, 1952 


spadework on a census of business, 
manufactures and transportation, 
to be taken in early 1954. While 
this is a $350,000 cut from budget 
| requests, it is ample to give Cen- 
sus a running start. 

At the same time, the committee 
knocked out the full $1,560,000 
sought for a census of governments. 

© a e 

Ex-Defense Mobilizer Charles 
Wilson, who no longer has a vested 
interest in the controls program, 
says direct controls—price, wage 
|and allocations—will be needed 
for at least another six months. In 
a “swan song” interview, Mr. Wil- 
son predicted that deliveries of 
“hard goods” to defense agencies 
| would level off at a $4 billion-a- 

month rate. He warned: A 30-day 
steel strike would set the defense 
program back 60 days. 

* ” 

The House voted Monday to 
socialize “Smokey Bear.” He’s the 
character developed by the Adver- 
tising Council as the symbol of its 
forest fire prevention campaign. 
| Smokey has been exploited com- 
mercially by some alert private in- 
terests. The bill, S. 2322, already 
passed by the Senate, says Smokey 

to be used only under conditions 
| specified by the Secretary of Agri- 
|culture, who is to act with the 
advice of the Forest Service and 
Advertising Council. 


| 


Cappel, MacDonald Expands 


Cappel, MacDonald & Co., mer- 
chandise incentive organization, is 
expanding its services and in- 
creasing its personnel in Chicago. 
Its Chicago office has been moved 
to larger quarters in the Palm- 
olive Bldg. Heading the new Chi- 
cago arrangement are George Gil- 
fillen and Charles Reid, both sales 
representatives in the field for 

|}many years. Robert Fisher, who 
|}has been with the company for 
|more than two years, will work 
|on special accounts. Verne Ripley 
|has been transferred to Chicago 
| from Dayton. 


Urges Fishermen to Fly 


| United Aircraft Corp. East 
Hartford, Conn., is campaigning 
to get fishermen to use air travel 
;}to reach their favorite fishing 
spots. Stressing the low costs of 
flying, the campaign is bannered 
by the slogan, “For the best fish- 
ing in the world, fly, fisherman, 
fly.” Ads are appearing in the 
April issues of Field & Stream 
and Outdoor Life, and a series of 
six full-page insertions are sche- 
duled to appear in Holiday be- 
ginning with the May issue. 
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ARE YOU PAYING TOO MUCH FOR 


YOUR HOSPITAL ADVERTISING? } 


Any advertiser who doesn’t get top readership for his 
ads is obviously paying too much. If competitors are 
attracting more readers, their advertising costs less in 
terms of effective contacts with buyers. 

Hospital Management offers a unique and exclusive 
service to help advertisers get more for their hospital 
advertising dollars by tinding out how well their ads 
addressed to the hospital market are read, and which 
copy appeals attract the most readership, thereby 
suggesting ways and means of reducing advertising 
costs by getting more readership among hospital 
buyers. ‘ 

The May issue of Hospital Management, closing 
May 1, will be the subject of the Third Annual Adver- 
tising Readership Study, conducted exclusively in this 
field by Hospital Management, the leader in effective 
coverage of the hospital market. 


How to Put More 
Power into Your Ads 


Each year, following the tabulation of reports of an 
independent professional research organization, whose 
interviewers see hospital administrators in their own 
offices and record the actual readership of ads re- 
ported by these executives, Hospital Management 
publishes a report of the top rated ads. 

Copies of the 1951 report, showing the ads with 
highest readership ratings in each product classifica- 
tion and analyzing the reasons for high readership, are 
available to advertisers and agencies for the asking. 
You will find them filled with practical information on 
the ways in which successful advertisers interested in 
the rapidly growing hospital market capture the big- 
gest audiences of hospital executives. 

Get your copy of this report now, and put it to work 
to make sure that your hospital advertising is effective. 
Then publish your ad in the May issue of Hospital 
Management and let us report to you the impact 
which it delivered to the market, as measured by the 
actual readership rating of your message compared 
with others in your field. 


Advertisers and 
Agencies Both Profit 


Advertisers profit from testing the effectiveness of 
their copy through the use of the readership number 
of Hospital Management, because they speedily learn 
if their ads are getting maximum readership. They can 
easily change their appeals if they find that the audi- 
ence attracted is below par for their product classi- 
fication. 

On the other hand, agencies frequently fail to get 
due credit for turning out selling copy which readers 
find interesting and valuable as a source of buying in- 
formation. The advertiser can only guess as to whether 
the ad did its job, and his guess may be influenced more 
by layout and appearance than by the actual contents 
of the copy. Thus both advertisers and agencies profit 
from the substantial investment made by Hospital 
Management in commissioning qualified professional 
research people to carry out this important and unique 
advertising research job among representative hos- 
pital administrators all over the country. 


Why Use HM 
For a Readership Test? 


If you are interested in increasing your sales in the fast 
growing hospital market, whose $3 billion a year oper- 
ating expenditures are expanded by current construc- 
tion and equipment activities totaling nearly $1 billion 
a year, then you have a right to ask, “Why Hospital 
Management?” 

This is the magazine whose voluntary circulation, 
made up of subscriptions ordered and paid for by hos- 
pital executives, has gone steadily upward, rising with 
the growth of this big and dynamic market. Hundreds 
of new hospitals are being opened every year. Our 
circulation has grown to keep pace with the develop- 
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Over the years, the hospital circulation of Hospital Management has shown a steady and healthy growth, paralleling the 
growing importance of the hospital market, and providing constantly deeper penetration to the important buying influences. 


ment of the field, and to give advertisers increased 
coverage of the rising buying power of the market. 

Take a look at the curve of hospital circulation 
growth shown on this page. You will note that the rise 
of HM in hospital coverage has been steady—every 
year showing a gain in hospital subscriptions. This is a 
reflection of a wanted editorial service. Hospital Man- 
agement covers all phases of hospital administration, 
including construction and equipment. (Send for a 
copy of the March issue, the Annual Building and 
Equipment Number. ) 

It is unique in its plan of editorial departmentali- 
zation, with specialized information for every depart- 
ment of the hospital. That is why administrators reg- 
ularly route the magazine to their key department 
heads. And that is why readership of Hospital Manage- 
ment is at all levels of administrative and buying 
authority. Your advertising in this publication reaches 
all of the factors concerned with the purchase and use 
of your products. 

Remember, too, that no other hospital magazine has 
the coverage of Hospital Management. With nearly 
9,000 paid subscribers in almost 6,000 different hos- 
pitals, Hospital Management gives you the broadest 
coverage of the market supplied by any publication, 
no matter whether its circulation is voluntary or in- 
voluntary. 


HM Sales Services 
Build More Business 


The annual study of advertising readership, which will 
be based this year on the May issue, is just one of the 
many services which Hospital Management provides 
to assure results for its advertisers. 

Others include an authoritative hospital directory; 
a weekly bulletin covering construction, moderniza- 


tion and other activities which represent immediate 
sales opportunities; editorially controlled new prod- 
ucts and descriptive literature departments, whith 
produce thousands of inquiries from interested buyefs; 
“The Hospital Merchandiser”, which each month pfo- 
vides dealers and distributors with information about 
products advertised in Hospital Management, amd 
continual researches to define specific markets 
provide information on buying methods and buyi 
preferences. ' 

We have just completed a study on “How Hospitals 
Buy Food Service Equipment and Supplies.” Copies 
are available to advertisers and agencies on request. 
Other recent studies which we offer without charge 
are “How Hospitals Buy Food Products” and “How 
Hospitals Buy Pharmaceuticals.” They contain valu- 
able information on the way in which these products 
are purchased by hospitals, as reported to us by rep- 
resentative groups of hospital administrators and 
other executives. 

The rapid growth of advertising volume in Hospital 
Management is the result of editorial service of a 
practical, usable nature; top coverage of the market, 
and constant cooperation with advertisers to assure 
best results. 


Forms for May Issue 
Close May 1 


You won't want to miss having the readership of your 
hospital advertising measured in the May issue of Hos- 
pital Management. Forms for this important issue 
close May 1. Get your space reservation in early to 
assure best available positions. You will find the re- 
sults of this study extremely useful in pointing your 
copy in the direction of improved readership and 
greater results. 


200 E. Illinois St. 


Chicago 11, Illinois @ @ 


READ MOST BY MOST HOSPITAL EXECUTIVES 
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Along the Media Path 


e The Beehive radio network of 
five CBS stations—covering Utah, 
southern Idaho and parts of Wyo- 
ming and Nevada—began service 
to advertisers April 1. Key station} 
in the setup is 50,000-watt KSL, 
Salt Lake City. Other network} 
outlets are KSUB, Cedar City,}) 
Utah, and three in Idaho—KEEP, 
Twin Falls; KEY, Pocatello, and 
KID, Idaho Falls. 

Business offices of the regional | 
network are in the Union Pacific 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH “ISTS EXCLUSIVELY 
for over 55 yeors 
90 Fifth Ave., New York 11 

OR 5-3523 | 


When you 
need 
RECENT 
BIRTH 


| Station 


Bldg. in Salt Lake. It will be 
represented nationally by CBS ra- 
dio spot sales. 


e For the first time in its history, 
the New York Times carried a 
magazine supplement devoted to 
men’s fashion news on Sunday, 
March 30. The 80-page section had 
45,475 lines of advertising from 75 
advertisers. 


e Export Buyer, New York, 
monthly commercial export maga- 
zine, has had a 112% increase in 
advertising for the first quarter of 
1952. 


e Television, ironically, has open- 
ed the gates for a flood of radio 
promotion. WSB, Atlanta, is no ex- 
ception. A new selling drive by the 
points to: 18 new local 


| shows in the past two months, new 
| Station breaks, new theme songs 
| and closings on shows, more live 


audiences, realignment of network 
sustainers to develop block pro- 
gramming, promotion of civic 
campaigns and special ads featur- 
ing “radio as your best entertain- 
ment medium.” 


e@ The Syracuse Post-Standard 
chalked up 179,392 lines of plus- 
business by sponsoring a four-day 
exposition. More than 25,000 peo- 
ple attended the fair on the first 
day. Local merchants and national 
advertisers set up 100 booths in the 
exhibition hall. The price per 
booth—five columns of advertis- 
ing. 


@ Automotive World, new monthly 
export magazine published by 
American Exporter, made its de- 
but in April. The initial 32-page 
issue carried 32 standard units 
(7x10) of ads, 58% in color. De- 
signed for the garage trade over- 
seas, the magazine plans to de- 
scribe all phases of automotive 


work and repairs. It will be pub- 
lished in three languages—English, 
Spanish and Portuguese. 


e@ The March 19 Senior Scholastic, 
weekly for senior high school 
students, was devoted to distribu- 
tion. The issue featured special 


articles on advertising, fair trade} 


and selling. Chrysler, Sinclair Oil 
and the American Trucking Assns. 
each took two-page spreads ex- 
plaining their operations. 


|@ KMOX, CBS station in St. Louis, 
| reports first quarter sales the best 
|in history. New business includes 
58 one-minute announcements 
| bought by U. S. Army Recruiting 
Service through Grant Nilson 
agency. 


e@ The Toronto Telegram reports 
that 42 towns are now authorized 
Elmer communities. “Elmer the 
safety elephant who never forgets” 
is a child traffic safety campaign 
created by the paper. Any com- 
munity may conduct an Elmer 
drive by writing to the Telegram 


10 Rh I BoE 


Source A BC Publishers 


] 


| | dl 


“Oh, that! Well, we’re mostly big space 
buyers, you know...” 


Sept, WO of each year 


Statements 


Given these figures a workout, lately? More 
and more and more... Cincinnati is a morning- 
newspaper town! Today, the Daily Enquirer 
has more circulation within the retail trading 


zone than the fota/ circulation of any other 


Cincinnati daily. 


Represented by Moloney, Regan and Schmitt, Inc 
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for permission. Thirty-three of the 
Elmer towns are in Ontario. Others 
are Pecos and Austin, Tex., Balti- 
more, Toledo, Erie, and Johnstown, 
N.Y. 


e National 4-H News, Chicago, 
launched one of its most ambitious 
promotions the first week of April. 
Some 1,300 advertisers and agen- 
cies were sent a folder, attached to 
which was an uncanceled 3¢ stamp 
issued in honor of the 4-H clubs. 


e The May issue of Ebony, out 
last Friday, set new records for the 
six-year-old magazine. The Negro 
publication had 132 pages, includ- 
ing 16 pages of color advertising, 
and a total ad linage of 36,000 lines. 

In addition, the issue had five 
new national advertisers—Dur- 
kee’s, Corn Products, Adam Hats, 
Clopay draperies and Crown Cork 
Co. 

Ebony now claims a circulation 
of 500,000, which editor and pub- 
lisher John H. Johnson states “is 
the highest circulation mark ever 
achieved by any Negro publica- 
tion.” 


e Beginning with the April 18 is- 

sue, TV-Radio Life will carry a 
| food and homemaking section. The 
magazine is distributed weekly in 
1,400 Southern California super- 
markets. 


e April issue of Building Supply 
News is the biggest regular issue in 
its history with 173% pages of ads 
from 282 advertisers. 


| @ Want two cases of champagne or 
| gin? You can get that amount of 
| your favorite beverage by thinking 
up a cartoon idea to fit the Chicago 
Sun-Times trade paper campaign: 
“In Chicago, it takes 2.’ Entries 
must be in by May 1. 


| 


|@ Popular Science Publishing Co. 
| announces alltime circulation highs 
for its two magazines. The figures 
|are 1,400,000 net paid for Popular 
Science Monthly in February, and 
900,000 for Outdoor Life in the 
| first quarter of 1952. 


e A “cool cooking” promotion will 
be run by Look around two articles 
|in the June 3 and June 17 issues. 
| The first article will cover meals 

needing little preparation, the sec- 

ond will be on ice cream sodas. 
| Retailers are invited to tie in. 

| During the last week of March 
| Look took full pages in metropol- 
itan dailies and trade papers to 
announce that it was the only ma- 
jor weekly magazine to make gains 

in newsstand sales during 1951. 


e WTVJ, Miami, is renovating the 
city’s Capitol Theater for use as a 
television unit. When construction 
is completed this summer, the 
theater will be a three-story struc- 
| ture with room for business offices 
and equipment as well as a studio. 


e What does the average doctor 
carry in his bag? Current Medical 
| Digest, Baltimore, ran a survey to 
find out and results are reported in 
the March issue. Replies were re- 
ceived from 120 physicians from 
all 48 states. Only items hitting 
100% mention were stethoscope 
and prescription blanks. 


e Western Farm Life Publishing 
Co., publisher of the semi-monthly 
Western Farm Life, is building a 
new plant at 616 Washington St., 
Denver. 


e Fred C. Jones has been ap- 
pointed advertising director of the 
Pueblo Chieftain and the Pueblo 
Star Journal (Colo.). Joseph M. 
Neary replaces him as retail ad 
manager. 


@ The March issue of Modern 
Packaging was the biggest in its 
history with 278 ad pages from 
315 advertisers. 


e First quarter report from Dun’s 
Review shows: pages up 47%, ad- 
| vertisers up 41%, investment up 
62%. 


———— 
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SALLY SATIN—With each purchase of 
Ever-Satin wall finish, Merit Paint Co., 
Cleveland, is giving away a “Sally Satin” 
paint cap during April. Merit’s new cam- 
paign, done by Ohio Advertising Agency, 
will use newspapers and TV in Cleveland, 
Buffalo, Detroit and Pittsburgh. 


21 Speakers Named 
for Sales Execs’ 
Annual Meeting 


San Francisco, April 2— 
Twenty-one speakers and some 
pleasant social sessions are being 
arranged for the 17th annual Na- 


tional Sales Executives May meet- | 


ing here. 
Convention dates have been set 


for May 27-29 at the Fairmont Ho-| 


tel, where NSE’s sales equipment 
fair and headquarters will be. 
Sales execs who come to California 
will hear Eric Johnston, head of 
the Motion Picture Assn. of Amer- 
ica, speak on “What the Point Four 
Program Means to Distribution” 
the first day. Paul Hoffman, who 
directs the Ford Foundation, fol- 
lows Mr. Johnston with “A Busi- 
ness Statesman Looks at the 
World.” The first day’s meetings 
will close with a Schenley “Hawai- 
ian cocktail party.” 


® Robert A. Whitney, NSE head, 
will speak to the group on the sec- 
ond day on “The Retailer Faces 
Changing Buying Motives.” On 
Wednesday, Thomas G. MacGowan, 
market research manager, Fire- 
stone Tire & Rubber Co., will give 
the sales execs some tips on “Ac- 
curate Sales Forecasting.” A Cali- 
fornia wine party will wind up the 
second day’s business. 

On Thursday, the last day of 
the meeting, Marion Harper Jr., 
president of McCann-Erickson, 
will discuss “Advertising as a Sales 
Tool.” The luncheon speaker will 
be Henry J. Kaiser, head of Kaiser- 
Frazer Corp. 


s Other NSE speakers will be Ed- 
ward Maloney, Pacific Telephone 
& Telegraph Co.; Leo Cherne, ex- 
ecutive secretary of The Research 
Institute of America; Walter John- 
son, assistant to the president, 
American Airlines; Dr, Herman 
Nolen, v.p. of McKesson-Robbins; 
W. F. Wrightnour, director of 
training, tire division, U. S. Rub- 
ber Co.; J. Wallace Sterling, presi- 
dent of Stanford University; G. J. 
Ticoulat, Crown-Zellerbach Paper 
Co.; Sumner Robinson, sales head 
of Bigelow-Sanford Carpet Co. 

Also, Charles E. Love, executive 
v.p., Commercial Controls Corp.; 
R. G. Marquardt, sales manager, 
Daystrom Corp.; J. Robert S. Cony- 
beare, general sales manager, 
Wooster Rubber Co.; W. L. Stens- 
gaard, president, W. L. Stens- 
gaard & Associates; Jack Martin- 
dell, American Institute of Man- 
agement; Ray Foulke, Dun & Brad- 
street, and Al N. Seares, v.p., Rem- 
ington Rand, and chairman of the 
NSE board. 

New officers will be elected at 
the close of the third day, after 
which delegates and their wives 
will attend a banquet. 


McKessen Heads FEMA 

L. C. McKessen, v.p. in charge of 
sales of Ansul Chemical Co., Mari- 
nette, Wis., has been elected presi- 
dent of the Fire Equipment Mfrs. 
Assn. Other newly elected officers 
of the association include P. W. 
Eberhardt, v.p. of Walter Kidde 
Co., and H. Lewis Stettler Jr., ex- 
ecutive v.p. of Elkradt Brass Mfg. 
Co., v.p.s; Paul Nurkiewicz, v-p., 
Stop Fire Inc., treasurer, and R. 
| Kennedy Anson, commissioner. 


| Anderson Joins Ross Coles 
Randy Anderson, formerly with 
|the premium division of Ekco 
| Products Co., Chicago, has been 
appointed manager of the premi- 
lum division of Ross Coles & Co., 
Chicago prize incentive organiza- 
tion. o 


Wolfe-Jickling-Conkey Moves 
Wolfe-Jickling-Conkey, Detroit 


Opinion Research Bldg. 


agency, has moved to the Market 


*1950 U.S. Census 


SET THE STAGE 


FOR SALES IN 


THE GREEN BAY 


Widely varied industry and a prosperous 
hinterland mean steady, substantial purchas- 
ing power in Wisconsin’s Third Largest Mar- 
ket -— nearly 265 millions annual retail- 
wholesales sales. Add to this the Green Bay 
Press Gazette's 99”, coverage of City Homes 
and 88", home coverage in the Metropolitan" 
Area and the stage is set for wide-spread, 
low-cost, profitable distribution of your prod- 
uct! Take advantage of this home-by-home 
penetration .. . for full details wire or write 


MARKET! 


PHIL McCLOSKY, Mgr., General Advertising 


GREEN BAY wisconsin PRESS-GAZETTE 


Tis oun 


a city larger than 


Maren 


Pittsburgh and Milwaukee combined 
will move to Colorado 


How would you like to tap a rich summer market that offers 3,010,000 EXTRA 
PEOPLE...a market that can be reached at regular rates and with the economy of 
single medium coverage? 

This summer the Colorado market will be increased by 3,010,000 out-of-state 
vacationists. And, while these 3,010,000 vacationists are enjoying the nation’s roof 
garden, they’ll buy more than $220,000,000 worth of goods and services. ..that’s $220,- 
000,000 over and above the regular market. 

Through the Denver Post’s Empire Magazine you can reach this enriched mar- 
ket with the economy of single medium cooverage: 93°. coverage of Denver, 66% of 


Colorado. 


If you’d like your share of this extra summer business, increase your summer 
schedule now in The Denver Post. 


CIRCULATION 


Sunday . 


Empire Mages 


227,859 
357,324 


ine and Comics 388,673 


A.B.C. Publisher's Statement 


September 30, 1951 


THE DENVER POST 


_ The Voice of the Rocky Mountain Empire 


PAL mEe HOTT, EDITOR AND PUBLISHER 


Represented Notionally by Moloney, Regon & Schmitt, Inc. 
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PHOTOGRAPHIC 
REVIEW OF 
‘ THE WEEK 


BUD FOR AlLl—Topic of conversation at this table is Anheuser- 
Busch and its Budweiser. The Waldorf-Astoria lunch came before 
a four-hour show presented to distributors and salesmen. The 
show emphasizes that the brewer is engaged in the biggest 
promotion and sales program in its history. Around the table, 
clockwise: Frank Gay (nearest camera) of D’Arcy Advertising 


Co.; Paul Guignon, department sales manager of Anheuser- 
Busch; Paul Lewis, v.p. of D'Arcy; Ken Murray, star of Budweiser’s 
TV show; A. von Gontard, v.p. and sales director for Anheuser- 
Busch; Curt Reisinger, board member of the company; Maurice 
Grill, attorney; James E. Barsi, sales manager, brewery division, 
and James Gediman, executive v.p. of The American Weekly. 
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7 NEGRO FAMILY GROUP--Beginning early in April, commuters on the Los Angeles 
> street cars will see Supreme Liberty Life Insurance Co.'s new four-color car card which 
features a Negro family group. The company interviewed dozens of models in its 
search for the Negro equivalent of the accepted American family type. According to 
| Leonard Evans of Arthur Meyerhoff & Co., Chicago, which handles the account, the 
company wanted a group which would not create a negative reaction in the public 
mind but would be physiologically correct to the discerning Negro eye. The cam- 
paign also is scheduled to run in other larger cities in 14 states. Shown here with 
the cor card are, left to right, Mr. Evans, Earl Dickerson, v.p. of Supreme Liberty 
Life Insurance Co., and J. G. Ish Jr., v.p. and agency director of the company. 
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D&B COVER REVAMPED--Following up its cover series showing 
century-old American cities (left) and famous American paintings 


OLYMPIC TIE-IN—Philips Industries, Dutch 
electrical manufacturer, is using this 
lithographed color poster, showing the 
Olympics flag, in the 45 countries where 
it has sales offices. North American Philips 
Co., New York, is a U. S. affiliate. 


(center), Dun’s Review for March starts a new series with ao 
duotone photograph and one column of editorial matter 


BY PROXY—After having their first effort lost in the heavy 
Christmas express traffic, a group of 14 Chicago agency ex- 
ecutives recently secured a duplicate clock and presented it 
by proxy to Ellis Loveless, ad director of the Virginian-Pilot 
and Ledger-Dispatch, in thanks for the reception givén them 
on a visit to Norfolk, Va. Here Henry S. Lewis (left foreground), 
president of Norfolk Newspapers Inc., presents the gift to Mr. 


Loveless (second from right). Left to right: Thomas A. Hanes, 
managing editor of the Ledger; H. B. Tatem, assistant ad man- 
ager; Jack Lewis, national advertising staff member; Rawlings 
Keefe, assistant manager of national advertising; James E. 
Simmons, assistant retail ad manager; Cecil Baecher, member 
of the national ad staff, and Stanley H. Leonard, national ad 
manager. 


PORTLAND 4-A HEADS—Making plans for the year for the Portland, Ore., Four A’s 
chapter are its new officers (from left): George Clinton, Joseph R. Gerber Co., sec- 
retary-treasurer; Adolph 1. Bloch, Bloch Advertising Agency, retiring chairman; 
Willard E. Wilson, McCann-Erickson, member of the board of governors; and Wayne 
Leland, House & Leland, new chairman. T. Bryce Spruill, not pictured, Botsford, 
Constantine & Gardner, was elected vice-chairman of the group. 


PLUG FOR SPONSOR—Julie Stevens, who was crowned queen of radio dramatic 

serials at a party at the Stork Club in New York recently, gets the sponsor's 

product into the picture as she poses with Al DeBaggis (left), national sales 

manager of Boyle-Midway, and Robert S. Wheeler, national ad manager for the 

company. Miss Stevens is the star of “The Romance of Helen Trent,’ which Aerowax 
presents over CBS. 


BUSINESS LUNCH—Chatting over coffee about details of the new New York Central 

System show on WXKW, Albany, feautring disc jockey Bill Hickok, are (from left): 

Stephen R. Rintoul, president of WXKW; James T. Webster, New York Central ad 

manager; Bill Hickok; Clarence H. Lafond, assistant passenger agent for the rail- 

road; Lillian Selb, chief time buyer, and Harry Frier, account exec, both of Foote, 
Cone & Belding, New York, which handles the account. 
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Ba Fifty years ago this statement was pub- 
lished in this magazine. 


Both the date and the event are worth not- 
ing. The pledge marked the first time that any 
magazine, or any media that accepted adver- 
tising, had assumed a financial risk to protect 
its readers. 


Today, this guaranty is the most famous me- 
dia pledge in all the world. 


FIFTY YEARS AGO, when this public promise first 
appeared, some magazines and newspapers ac- 
cepted any and all advertising. It was the era of 
“The public be damned.” “Caveat emptor”—let 
the buyer beware—was the accepted principle of 
most commercial transactions. 


In those days, an advertisement would offer a 
“genuinesteel-engraved portrait of George Wash- 
ington—only $1.00!’’ And the unwary purchaser 
would receive, by return mail, a two-cent stamp. 


“Guaranteed to kill mosquitoes!’’ was the 
headline on another message, and for her dollar 
or two the housewife would receive a pair of inch- 

, square cubes of wood—‘“‘put the insect between 
the blocks and press firmly.” 


Not all advertising was so fraudulent. 


GOOD HOUSEKEEPING, founded 17 years ear- 
lier, had scrupulously refrained from accepting 
any misleading advertising statements or claims. 


“This enterprise,"”, GOOD HOUSEKEEPING said 
in its first issue, in May 1885, “is undertaken 
with the well-fixed conviction that it has a mis- 
sion to fulfill, compounded of about equal pro- 
portions of public duty and private interest.” 


As an extension of that public duty the pub- 
lishers of GOOD HOUSEKEEPING decided to 
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Each Subscriber 


We Guarantee the reliability 

of every advertisement in. 
serted in Good Housekeeping. 
We mean that you shall deal with 
our advertisers in the confidence 
that you will be fairly and square- 
ly treated. H,, in spite of all our 


care, some advertisement should 
be admitted through which any 
subscriber is imposed upon or 
dishonestly dealt with, we will 
make good to such subscriber 
the full amount of the loss. The 


matter should be brought to our 
attention within the month the 
magazine is dated that contains 

the advertisement. The only [a 
condition of this contract is that 2 
the subscriber shall mention, when [aaa 
writing to our advertisers, that 

the advertisement was seen in 

B] Good Housekeeping. 


pledge their own resources, in a money-back 
guarantee, to protect their readers. 


Since that time this solemn guarantee has 
stood behind billions of dollars’ worth of goods 
advertised in our pages, and has cost us millions 
of dollars in advertising revenue from products 
offered to us which we could not accept, as well 
as many a dollar in refunds to the American 
public. 


But that pledge, made so long ago, has never 
been broken, nor will it be. Soon after it appeared, 
Dr. Harvey Wiley, fresh from his triumph with 
President Teddy Roosevelt in forcing passage of 
the Pure Foods and Drugs Act, became associ- 
ated with GOOD HOUSEKEEPING. 


The kitchens of the GOOD HOUSEKEEPING In- 
stitute, founded earlier as the first editorial work- 
shop for a women’s magazine, were extended 
and enlarged. New equipment and investigating 
facilities were added. A Chemical Laboratory was 
followed by an Engineering Laboratory; laun- 
dries were built to check the new work-saving 
machines then being introduced in the home. 


A Beauty Clinic, a Textile Laboratory, a Baby 
Center and a Decorating Studio were added to 
extend the editorial service facilities of GOOD 
HOUSEKEEPING and to match the promise of 
1902 with vigilant performance. 


Today the pledge then made appears on page 
six of every issue of GOOD HOUSEKEEPING. The 
claims of the steel-engraving salesmen and the 
mosquito-killers no longer cheat the American 
housewife, but some inferior products are still 
being sold, and many extravagant claims are still 
being made about certain products. 


BOON AA  ES R LOE FUR CI RS ARS Pe RE RRS SALOME SI SB HOA 


Fifty years later, GOOD HOUSEKEEPING is 
still vigilant to reject the bad product, still alert to 
measure the claims of the good product against 
its performance in our laboratories. 


The 9,971,000 GOOD HOUSEKEEPING readers, 
and the more than 25,000,000 women who rec- 
ognize our Guaranty Seal as a buying guide, will 
never have reason to lose faith in our pledge, 
made a half-century ago. 


When you see a product or service advertised 
in GOOD HOUSEKEEPING, you can be sure it’s 
good, because it is guaranteed. 


wry in in this ixsue of the 
a pager No day it will, apon 
pore eathyn Arter rehng = ws be replaced of the money paid 


Sa 


Housekeeping ha- Aapenrees bon itself — all products and servicers adver> 
are products of serviers. If any 


therefor refunded. 


Any persoe using Good Housekeeping a0 0 title, trade-mark or trade name for | 
any product or enterprice is doing so without the authority of this magazine 
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Peirce Switches Agencies 

Peirce Wire Recorder Corp., 
Evanston, Il., has switched its ad- 
vertising account from Bozell & 
; Jacobs, Chicago, to Gerstel-Loeff, 
“ Chicago 


Forms Own PR Organization 
4 Robert K. Butcher, formerly city 
ae editor of the Times, Shreveport, 
: La., has opened a public relations 
A organization in the Slattery Bldg., 
A Shreveport 


Potter Heads 4 A’s Council 


Elliott E. (Sam) Potter, v.p. in 
charge of the Detroit office of 
Young & Rubicam, has been 


elected chairman of the Michigan 
Council of the American Assn. of 
Advertising Agencies. 


Sets Management Clinic 

The management clinic of the 
Ohio Assn. of Broadcasters will be 
held May 1-2 in the Deshler-Wal- 
lick Hotel, Columbus, O 
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Kunik Joins Joseph Katz Co. 


Michael Kunik has been 
pointed art director of the 
York office of Joseph Katz 
Prior to joining the agency, Mr. 
Kunik had his own art consultant 
organization for two years. Before 


| that he was an art director for six 


years for Duane Jones Co. 


Stepan Appoints Nahser 
Stepan Chemical Co., Chicago, 
maker of synthetic detergents for 
use in shampoos and laundering 
and dishwashing compounds, has 
appointed Frank C. Nahser Inc., 
Chicago, to direct its advertising. 
Trade publications will be used. 


Culp Joins Allen-Klapp 

George Culp, formerly in the 
media department of Leo Burnett 
Co., Chicago, has joined the Chi- 
cago sales staff of Allen-Klapp, 
newspaper representative. 


Joins MacFarland, Aveyard 
Robert W. Howat, formerly with 
Henri, Hurst & McDonald, Chicago, 
has joined the copy staff of Mac- 
Farland, Aveyard & Co., Chicago. 
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Fairbanks Berates Independent TV Stations 


Ho.ttywoop, April i1—If the 
current attitude of independent 
television station operators does 
not change, non-network television 
programming is doomed to medioc- 
rity, Jerry Fairbanks declared here 
after a nationwide tour of tele- 
vision outlets. 

The TV fiim producer asserted 
that many independent operators 
are not concerned with raising the 
quality of their programming. “En- 
grossed in selling time, they are 
interested in improving their pres- 
entations only if no expense is in- 
volved. A static one-camera tele- 
cast is preferred to an all-star 
Hollywood show because the qual- 
ity program will cost more.” 

Mr. Fairbanks pointed out that 
television film producers generally 
base program prices to the stations 
on the outlet’s rate card. He said 
this is equitable because rate cards 
are based on the number of sets in 
the area. This compares with mo- 
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to finish. 
‘ P/A 


P/A, READ BY ALL 


sells all the way! 


MEMBERS OF THE 


of men—members of architectural teams— 


when they first visualize what is to be built. 


Building product sales are born in the minds 


Instantly, this mental picture selects or rejects 
building products by types. 
Your type and brand of products must be sold before 


architectural creation begins . . 


. and selling should 


continue until final specifications are written. 
Progressive Architecture sells your products 


all the way .. . to the world’s largest architectural 
audience. To put your products in tomorrow’s 
buildings, put your product story before architeam 
members today ...in P/A 


PROGRESSIVE ARCHITECTURE 


REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 
CHICAGO *« CLEVELAND ¢ SAN FRANCISCO * LOS ANGELES 


ARCHITEAM, SELLS ALL THE WAY TO THE LARGEST ARCHITECTURAL AUDIENCE IN THE WORLD 


|realize their 


New for Not Using Better Type Filmed Programs 


tion picture pricing to theaters, 
which is based on the number of 
seats in each house. 


® Station operators, he said, do 
not feel that programming is as 
valuable as their station rates and 
shows, and thus should not be en- 
titled to an equivalent price. “Not 
only are operators unwilling to pay 
a comparable price for quality pro- 
gramming, but they frown on re- 
runs,” Mr. Fairbanks reported. 

Unless this policy is relaxed, 
producers will stop investing 
money in quality product, he pre- 
dicted. There being only 64 tele- 
vision markets, producers will be 
forced to make films that pay off 
on 64 showings. 

“Imagine what the motion pic- 
ture industry would be today if 
producers were restricted to one 
showing in only 64 theaters. And 
think what the quality of product 
would be,” he said. 

Defending re-runs, Mr. Fair- 
banks pointed to successful re-is- 
sues of such series as “Silver Thea- 
ter,” “Fireside Theater” and “Lone 
Ranger.” He said that in many in- 
stances the re-run ratings were 
higher than during the first re- 
lease. There are always many 
viewers who miss shows because 
of competing programs, the time 
and date of telecasts, and other 
home factors. Also, there are many 
new set owners each month in each 
city. 


® The public will continue to suf- 
fer from poor programming until 
telecasters in single-station cities 
operation is much 
like running a theater, in his opin- 
ion, This is not true in cities with 
multiple stations, he said. 

“The difference in policies when 


| competition is involved is amaz- 


ing. Operators in cities of more 
than two outlets, and network af- 
filiate station managers, are vitally 
interested in good, entertaining 
programs. 

“Unfortunately,” Mr. Fairbanks 
concluded, “there are not enough 
multiple-station markets available 
now to permit a producer to amor- 
tize his production costs over 
them.” 

The public and the television 
film producer will suffer until 
more TV stations start operating, 
he said. 


Classroom Text Published 


Because of the need for a class- 
room text on classified advertising, 
the Assn. of Newspaper Classified 
Advertising Managers has come 
out with “Principles and Practices 
of Classified Advertising.” The 
new book, printed by Murray & Gee 
Inc., Culver City, Cal., is a revised 
edition of the association’s hand- 
book, “Encyclopedia of Classified 
Advertising,” printed in 1947. Mor- 
ton J. A. McDonald edits the 470- 
page text which retails for $7.50. 


Two Join Industrial Surveys 
Frederic Berner, formerly gener- 
al manager of the G. Washington 
and Burnett divisions of American 
Home Foods Inc., New York, has 
been appointed a supervisor of an 
account group of Industrial Sur- 
veys Co., New York. Paul Lideen, 
formerly a client service executive 
of A. C. Nielsen Co., has been ap- 
pointed an account executive. 


Noble-Dury Names Howell 

Samuel H. Howell, formerly as- 
sociated with the Paris edition of 
the New York Herald Tribune and 
the UN Bureau of the New York 
Times, has been appointed copy 
chief of Noble-Dury & Associates, 
Nashville. 


Wilkening Promotes Doherty 

Ralph W. Doherty; division sales 
manager of the west north cen- 
tral states, has been promoted to 
sales manager of the replacement 
division of Wilkening Mfg. Co., 
Philadelphia. 
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SYMBOL—This is Schenley Reserve's new 
campaign, slated for magazines, news- 
Papers and outdoor. It employs a story 
symbol (in the panel at the bottom) which 
the president of Schenley Distributors, 
Harry G. Serlis, regards as “breaking 
new ground.” The agency is BBDO. 


Schenley WillUse | 
SymbolsinItsAds 


April 1—In a 
it’s the story symbol that} 


New YoOrK, 
whisky, 
counts. 

Anyhow, the first story symbol 
in whisky advertising is now be- 
ing used by Schenley Distributors 
for Schenley Reserve. 

The copy, placed through Bat- 
ten, Barton, Durstine & Osborn, is| 
fairly conventional, except for a 
bottom panel. The panel shows a 
hand holding an hourglass, a hand 
affixing a big “S” to the hourglass, 
and the hourglass, a bottle of 
Schenley and a shot glass. 


® The strip under the panel reads: 
“Nature’s unhurried goodness- 
Schenley’s unmatched skill—the 
best-tasting whisky in ages!” 

The symbol will be used in in- 
stitutional copy, too. The Schenley 
Reserve copy will go into 400) 
newspapers, business papers and 
general magazines, and more than | 
1,000 outdoor posters. The institu- | 
tional copy is headed for Amer- 
ican Magazine, Collier’s, Fortune, | 
Life, Look, Newsweek, Time, U. S 
News & World Report, and plant- 
city newspapers and financial pub- 
lications. 


‘Freeman’ Starts Taking 
Ads; Page Rate Is $500 

Freeman Magazine, which began 
publishing political, economic and 
social opinion in October, 1950, 
opens its pages to general adver- 
tisers with the April 7 issue. Ad- 
vertisers will pay $500 per b&w 
page and $1,500 for a cover. The 
April 7 issue will appear in new 
typographical dress and with a 
new cover. 

Forrest Davis, veteran newspa- 
per man and former editor of the 
Rocky Mountain News, will be- 
come editor of Freeman Magazine 
on May 1. Alex L. Hillman, pub- 
lisher of Hillman Periodicals, has 
been elected treasurer of Freeman 
Magazine Inc. 


AT&T Adds Eight Cities 
to Live TV Network 

As of July 1—just in time for 
the presidential nominating con- 
ventions—eight new cities will 
have been added to the live net- 
work television facilities provided 
by the American Telephone & 
Telegraph Co. 

The cities: Tulsa, San Antonio, 
Miami, New Orleans, Dallas, Ft. 
Worth, Houston and Oklahoma 
City. Four markets still lack such 


facilities: Albuquerque, Phoenix, 
Seattle and Matamoros, Mexico 
(Brownsville, Tex.). 

Henges Heads Graybar 


W. E. Henges, since 1950 v.p. of 
Graybar Electric Co., New York, 
has been elected president of the 
company. A. H. Nicoll, who has 
been both president and chairman 
of the board, continues in the lat- 
ter position. Mr. Henges joined 
Graybar 39 years ago. 


NIAA Contest Explained 

A booklet describing its indus- 
trial exhibits award, authorized in 
| January, has been issued by Na- 
| tional Industrial Advertisers Assn. 
| Prepared by Paul F. Vollmer, of 
the association’s awards adminis- 
tration committee and Blaw-Knox 
Co., Pittsburgh, the booklet ex- 
plains the award will be made to 
the advertising or sales promotion 
manager whose exhibit best ac- 
complished the purpose for which 
eon. Presentation of the 
plaque will be made at NIAA’s 
annual conference June 29 - July 
2 in Chicago. 


Promotes Weiss to Secretary 

Henry L. Weiss, production 
manager of Brief Publishing Co., 
New York, which publishes Briefed 
—a monthly bulletin of selling 
ideas for the busy executive—has 
been named secretary of the com- 
| pany. 


Appoints Roland Saysette 

Roland Saysette has been ap- 
pointed assistant sales promotion 
manager for California Packing 
Corp., San Francisco. 


with a 1950 US Census CITY. ZONE POPULATION, of 
83,277 is the No 3 Market in Wisconsin. _ Only, Milwaukee 


snot Def 637, ne Pe lines of. Ni siocising: 


than any newspaper in the state except 
i Journal — A testimony to effectiveness. 


—— David Lindsey — General Advertising Department — 


Test it in APPLETON — for Details Write — Wire — Phone Collect 


Merchand 


_-BRENT GUNTS 


BRENT GUNTS 


Baltimore's top M.C., ao favorite with 
the ladies who pay $1.00 to see him 
(we don’t know 


or for the lunch 
which). 


JOE CROGHAN 


Announcer and right hand man to 
Brent Gunts, has a quick sense of 
humor and a winning touch with 


commercials 


DON REDDING 


WBAL’s Sales Service 


facturers’ own local 


representative. 
BILL MASON 


Merchandising Manager, 
plans the and pr 


Monoger, 
whose primary function is to corre- 
late the terrific power and effect of 
“K. K.” with the effort of the manu- 
broker 


corefully 


JOE CROGHAN Ns 


tiie 


for sponsors. He sets up luncheons, 
shows and displays, and personally 
visits dozens of chain and indepen- 


dent stores weekly. 


JIM MARKIEWICZ 


Another experienced grocery detail 
man. Full-time on the street, achiev- 
ing distribution, stimulating sales, 
setting up displays, obtaining bono- 
fide orders for “K. K.’ products. 
Weekly written reports to sponsors 
on activities 


sing Magic in Baltimore! 


The show that promotes 


at point-of-sale! 


i BILL MASON 


K itchen Karnival, 


WBAL's outstanding daily half-hour 


festival of fun, offers participating sponsors guaranteed, concentrated 


merchandising for their products in the Baltimore area food stores. 
Your product is exposed to thousands of customers. For instance: 
Your product is mass displayed at luncheon broadcasts and at church 
and civic broadcasts in and around Baltimore; it is sampled by 
luncheon guests and audiences numbering over 500 each week; it is 
given as prizes at every broadcast; it gets special point of sale display 
and active in-store promotion from full-time merchandising men. 


WBAL 


50,000 Watts * NBC in Maryland 
Nationally Represented by EDWARD PETRY & Co. 


a 
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TODAY, THERE IS A BETTER WAY... 


Lugging logs to heat the home was once the accepted way. Just as heating 
methods have advanced, advertising and selling too—is much improved. 


The modern way to move goods is to use your Sunday Punch on the top 
markets where you can scoop up so many heavy spenders in one chunk. 
In 363 Industrial NORTH and EAST counties that account for over 34% 
of the total U.S. Retail Sales, First 3 Markets Group delivers over 50% 
coverage of the families. 

There is a better way to sell your product .. . use 


New York Sunday News 
¢ Chicago Sunday Trib 
iP Philadelphia Sunday Inquirer 


ee Rotogravure + Colorgravure 
Picture Sections « Magazine Sections 


New York 17, N. Y., News Building, 220 East 42nd Street, V Anderbilt 6-1894 . Chicago 11, IL, Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 ° Los Angeles 17, Calif., 1127 Wilshire Boulevard, MIchigan 0259 
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Salesense in Advertising... 


Is the 15% Commission System Jeopardizing . 


Feature Section 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Agencies’ No. 1 Jobh—Making GOOD Ads? 


By JAMeEs D. WooLr 


In 1932-1933, the James W. Young 
study, “Advertising Agency Compensa- 
tion,” found that the compensation system 
then (and now) in force is the most prac- 
ticable one for maintaining the true and 
logical interests of all 
advertisers and all me- 
dia. 

Today, 20 years later, 
some agency heads are 
beginning to wonder. 
Ira Rubel predicts that 
the 15% agency com- 
mission system won't 
last much longer, be- 
cause it isn’t enough 
to pay for all the serv- 
ices clients want. 

Up to shortly before the turn of the 
century, advertising agencies were main- 
ly space brokers and none of them main- 
tained copywriters as we know them to- 
day. During the next couple of decades 
copywriting was about the only service 
expected by clients. I was associated in 
the latter years of those primitive days, 
as a copywriter, with the Cincinnati and 
Chicago offices of J. Walter Thompson Co. 

The Cincinnati staff, consisting of three 
copywriters, one layout man (a lad of 18), 
one “mechanical” man, one media girl, 
three account executives, and a couple 
of stenographers, handled ten or 11 sub- 
stantial accounts, among them Woodbury’s 
facial soap, Odo-ro-no, Red Cross shoes, 
and Gruen Watch. The Chicago office, 
similarly staffed, numbered among its cli- 
ents such important advertisers as Swift 
& Co., Libby, McNeill & Libby, Continental 
Motors, Aunt Jemima pancake flour, Chi- 
cago, Burlington & Quincy Railroad and 
Comptometer. 


James D. Woolf 


@ In addition to its account executives, 
who were sometimes referred to as “serv- 
ice men,” the setup in these two offices 
consisted solely of four “departments”: 
copy, art, mechanical, media. What addi- 
tional services that were required in mat- 
ters of general business counsel, sales 
strategy, sales promotion, marketing, mer- 
chandising, and so on were provided by 
the Jack-of-all-trades account executive. 

This was roughly the situation until the 
end of World War I. Then began a rapid 
expansion of client service in the offices 
of all advertising agencies of any conse- 
quence. During the ensuing decade or two, 
JWT’s Chicago office added several de- 
partments to its meager four: a fully 
staffed research department, a domestic 
science kitchen under the direction of 
a trained expert, a publicity and public 
relations bureau, a department of outdoor 
specialists, a radio department, and a de- 
partment specializing in trade journal and 
dealer help material. 

In this expansion of client service JWT's 
Chicago office was not unique. Competi- 
tion among agencies, then and now, was 
relentless and they vied with one another 


in promising a bigger and ever bigger 
package of service for that little old 15%. 
The advertiser, awakening to the strength 
of his position of a buyer in a buyer's 
market, demanded—and continues to de- 
mand—the biggest package he can get. 


® And now Ira Rubel, who’s good at fig- 
ures, tells us that the 15% agency com- 
mission is doomed. I am in agreement to 
the extent that I believe many agencies, 
and perhaps all of them, are operating 
on dangerously slim margins. Perhaps the 
very large agencies, because of their enor- 
mous dollar volume, can do a thoroughly 
adequate job for for their clients and still 
make a satisfactory profit for themselves. 
I don’t know. But it is my conviction, after 
considerable private investigation, that 
agencies of small and medium size, serv- 
icing small and medium size accounts, are 
giving their clients a very large package 
of service in return for the 15% stipend. 

It has long been my contention that by 
far the largest portion of the agency’s 
15% should be allocated to the cost of 
creative production. Every cent that the 
agency spends for sending one of its men 
around the client’s territory, or for need- 
less surveys, or for planning and operating 
the client’s regional sales meetings, or for 
any of the score of extracurricular serv- 
ices now demanded by many if not all 
advertisers, is one cent less that the agen- 
cy can afford to spend for brilliant cre- 
ative talent. 


@ If the 15% agency commission contin- 
ues te survive, contrary to Ira Rubel’s 
prediction, it will be because the agency 
business has cheapened one or more of 
its services. The most disastrous thing that 
could happen, not only from the stand- 
point of the agency but of the advertiser 
as well, would be a cost-cutting program 
in the agency’s creative departments. 
What I call “making ads” is the agency’s 
primary function. The ability of the agen- 
cy to make good ads should be the ad- 
vertiser’s No. 1 consideration when he 
selects his agency. It should be his No. 1 
reason for keeping his agency. If his 
agency cannot afford to make good ads for 
him because so many other costly services 
are demanded, he can make one of two 
wise moves: (1) he can transfer these 
extracurricular services to his own organ- 
ization, or (2) he can pay his agency an 
adequate fee for its extracurricular work. 
Let me hasten to say that I am not be- 
littling the importance of all the special 
services that are essential to the success 
of a modern advertising and marketing 
operation. It is probably true that adver- 
tising and very little else was responsible, 
in the early days, for the success of Ivory 
soap. Today P&G continues to rely heavi- 
ly on copy, but it supports its advertising 
with every device and strategem known 
to modern practitioners of merchandising 
and sales promotion. Today the introduc- 
tion of a new P&G product to the Ameri- 


Check List for Christmas Catalogs 


Creative Man Wants More Dope 


can public is a vast and complicated oper- 
ation. 

But what is overlooked, I suspect, is 
that the 15% commission was conceived 
in the uncomplicated Ivory soap era. In 
those days, and even in the 1932-1933 
period, when the Young study was made, 
the normal agency operation was a rela- 
tively simple one. Advertising achieved 
many dramatic successes largely on the 
strength of powerful copy ideas produced 
by such masters of their art as Claude 
Hopkins, Jim Young, Wilbur D. Nesbit, 
Homer McKee, O. B. Winters, and John 
Kennedy. A number of agencies, includ- 
ing my alma mater, JWT, grew and pros- 
pered because “making good ads” -was 
their conception of their No. 1 responsi- 
bility. 

I haven't talked with Ira Rubel or ex- 
amined his figures. In fact, I am not inti- 
mately familiar with any of his ideas on 
who is to blame for what is happening or 
on what ought to be done. But it is my 
notion, born out of some recent experi- 
ences, that advertisers are asking too 
much of their agencies. 


s I know of at least four cases in which 
the agency is functioning as a general 
sales manager for an advertiser too close- 
fisted to hire a man of his own. I know 
of several situations in which an agency 
maintains three of its men on the road 
engaged in sales promotion activities for 
a client, a costly chore which the client 
justifies on the ground that in no other 
way can the agency “keep its fingers on 
the pulse” of his dealer problems. I am 
familiar with many instances wherein cli- 
ents demanded extensive marketing stud- 
ies and consumer surveys that could not 
possibly have any practical value, one of 
them a completely pointless pantry survey 
that cost the agency $18,000! I know of 
several situations wherein advertisers re- 
quire their agencies to write, lay out, and 
supervise the production of all point of 
sale material, sales promotion material, 
catalogs and booklets, package labels, 
house organs, etc.—for free. Then there 
are many situations wherein the under- 
taking involves practically no commission- 
able billing for the first year or two, the 
agency matching its time against the pos- 
sibility of a future profitable account. 


8 These remarks are not intended to make 
the advertiser appear to be the villian 
in the piece. If there are advertisers who 
have not grasped the idea that making ads 
is the agency’s true function, the blame 
rests squarely on the shoulders of the 
agency. If there are, moreover, advertisers 
who have not learned that making ads— 
good ads, that is—is a costly operation, 
costly even to the extent of most of the 
agency’s 15%, the blame again is on the 
agency. When an agency bases its solicita- 
tion of an account on its “merchandising 
ability,” a not infrequent procedure nowa- 
days, is the advertiser to be criticised for 
expecting a lot of extras over and above 
the production of effective consumer ad- 
vertising? 

I fear that the transcendant importance 
of the part that copy plays is often being 
lost sight of by advertisers, and here again 
the agency is at least partly responsible. 
Bizarre devices: contests, premiums, give- 
aways, etc., have proved their usefulness, 
but let us never forget that a device is 
not an idea—or, to put it another way, is 
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What's Good in Communications 


not a concept that converts the reader to 
a new product preference. Advertising 
agencies, like everybody else in the busi- 
ness, have gone too far in the promotion 
of devices. Giveaways, spectacular price 
offers, and promotion stunts of every 
description are more potent when they are 
tied to a dominating copy idea with a 
genuine motivating tug at human hanker- 
ings. Example: WHEATIES, The Break- 
fast of Champions. 


® But the fact that advertising today is a 
far more complex operation than it was 
20 or 30 years ago, plus the correlative fact 
that agencies now engage ina multiplicity 
of activities unheard of prior to the time 
of the Young study, is not the only reason 
the 15% compensation system is no longer 
adequate. There has been a terrific in- 
crease in costs all along the line. Mr, 
Rubel no doubt probably has the exaet 
figures, but it is my guess that agengy 
salaries have probably doubled in the last 
30 years. The cost of travel, always a Big 
agency item of overhead, is fearfully high. 
Client entertainment, a seemingly neces- 
sary evil in the agency business, is shock- 
ingly expensive. A pint of rubber cement 
now costs a dollar or more; I can remem- 
ber when it sold for around a quarter. 

On the average, about three-fourths of 
agency income is received directly from 
advertising media. The remaining fourth, 
from clients, is of two principal kindg: 
charges added to the cost of materials and 
services bought by the agency in conneg- 
tion with their clients’ needs, and fees fer 
special services performed. There is fo 
standard pattern here. What is to Be 
charged for and what is to be free, afd 
how liberal or parsimonious the arrang@- 
ment, is a matter of private agreemegt 
between agency and client. Not always, 
but generally speaking, I think that the 
large and notably successful agencies afe 
in a better bargaining position than agen- 
cies of medium size, no matter how com- 
petent they may be. 


® Ira Rubel, as I’ve already stated, pre- 
dicts that the 15% agency commission 
system is doomed. I am not sure of this, 
but I am sure that unless agencies are 
paid more for what they do, either by 
clients or media, or both, the quality of 
top flight creative thinking in advertising 
is bound to decline. 

I am not writing this treatise because I 
have a new formula of agency compen- 
sation to suggest. I am writing it to em- 
phasize once more my conviction that any 
agency’s most priceless asset is its ability 
to afford brilliant creative talent. There 
was a time, as I have said, when agencies 
spent a very generous portion of their 
gross income for the important business 
of making good ads. Today the emphasis 
is in other directions, and this is a trend 
that should be of grave concern to ad- 
vertisers and all forms of media. 


@ Incidentally, and I realize that this is 
somewhat beside the point, perhaps the 
agency commission system ought to be 
abolished entirely, aside from the matter 
of economics. It has gotten to be pretty 
much of a farce. Said the president of a 
successful agency to me the other day: 
“This matter of recognition by media is 
a joke. Almost anybody can collect from 
almost any publisher his 15%, plus his 
2% for cash, if a bona fide cashier's check 
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accompanies his order.” 

The Young study gives nine reasons why 
media owners value the advertising agen- 
cy and hence are agreeable to allowing a 
commission of 15%. One of the most im- 
portant of these reasons is that “it reduces 
the hazards of advertising and thereby 
the mortality rate in the publisher’s busi- 


ness.” 


@ No publisher that I know of displays any 
rea! interest in the competence o! the 
agency that sends him an order. I have 
just witnessed at close range the awful 
spectacle of three young men, complete 
greenies in matters of advertising, secur- 
ing a fairly substantial account through 
political shenanigans hand in hand with 
Although 


allegedly 


the governor of a certain state 


their total wealth is 


personal 


only $2,000 or $3,000, they incorporated 
at $100,000; set up an alleged “advertising 
agency; and were promptly recognized 
by the largest and most respected publish- 
ers in the business. One large publisher 
held out briefly, but he capitulated when 
he learned that his important competitor 
was accepting orders. The ads, several of 
which have appeared, are pathetically 
amateurish and cannot conceivably “re- 
duce the hazards of advertising” for the 
publishers who are accepting them. 

But this deplorable situation, as I’ve 
said, is beside the real point of this essay. 
The question before the house is this: 
How long, on the basis of its present rate 
of compensation, can the average agency 
afford brilliant creative talent in the in- 
its No. 1 job—namely, making 
good ads for its clients, 


terest olf 


You Ought toKnow . « « John P. Cunningham 


The new chairman of the American 
Assn. of Advertising Agencies is a re- 
formed artist, made his mark in the agen- 
cy business as a creative man, and still re- 
despite the fact 
past two 


one, 
that in the 
years he has reorgan- 
been 


gards himself as 


ized an agency, 
responsible for much of 
the agency's client con- 
tact, and spearheaded 
a notable new business 
drive. 

John P. (for Philip) 
Cunningham has spent 
nearly all his business 
life in the agency busi- 
Mess, and has never worked for another 
lagency besides Cunningham & Walsh and 
Bis predecessor, Newell-Emmett Co. 

After graduation from Harvard, and a 
the first World War, he 
Gwent to New York worked as an 

rtist and layout man. In fact, he was 
ired at Newell-Emmett for the art de- 
artment. He deprecates his art ability, 
aving he never intended to remain an 
rtist. But he was able enough to hold 
Bown a department job for two years, and 
to sell cartoons to the old Life and the 
oung New Yorker 


745. P. Cunningham 


avy hitch in 
and 


And after a couple of years he was 
ansferred to the copy department, where 
e proved to have as deft a touch with 

words as with a sketch pad. In 1931 he 
became a v.p. and, later, the agency's 
creative head—a job he’s never wholly 
relinquished, 

In 1949, when C. D. Newell retired, the 
agency was reorganized with eight own- 
ers, with Jack Cunningham as executive 
v.p. There are now 22 “owners” and the 
number will be broadened in the future. 

When the Eimo Roper report on the 
attitudes of business executives toward 
advertising men was made public a couple 
of years ago, the charge which most im- 
That the 
dilet- 
tante, sequestered in ivory towers, largely 
out of touch with selling problems in the 
field 


pressed Cunningham was this 
advertising man is a Madison Ave 


a true indictment.” 
several 
chief on 


® This, Jack says, is ‘ 
He had begun to feel it 
earlier. Because he 
Texaco, he decided to work in a service 
station, and—-decked out in 
celluloid bow tie—worked the 
from pump to airhose 

He learned several things. The two most 
significant were (1) that drivers 
blithely ordered the attendant to “fill 
‘er up” (as his ads had cheerfully in- 
sisted), and (2) the importance of the 
rest room. Out of what he learned came 
the “registered rest room” campaign for 
Texaco (and Texaco, which this week 
celebrated its 50th anniversary, includes 
this copy among it memorable ads) 

Reenforced with the Roper findings 


years 


was copy 


olive drab and 
station 


few 


Jack started changing things at Cunning- 
ham & Walsh. Account men and research- 
ers have to go out in the field—it’s nec- 
essary trom the nature of their jobs. But 
art and copy people, on which so much 
of the campaign depends, frequently know 
little about the people who buy a product 


or the conditions under which it’s sold 


@ Hence the “creative merchant” plan. 
For the rest of this year, two C&W cre- 
ative people each week will be working 
in service stations, grocery stores, rail- 
road ticket bureaus and airline terminals 
(depending on what kind of an account 
they're on). A number went out last fall 

This “back-to-the-people movement,” 
Cunningham thinks, will eventually pro- 
duce a type of agency executive who can 
function in an altogether different kind 
of agency. There wouldn't be any copy 
or art department. People would still be 
hired on the basis of creative talent, but 
they would be primarily sellers of goods, 
and they would not be herded together 
in the creative cribs. 

This is possibly an easier principle at 
C&W, because beth the agency and its 
predecessor believed in having creative 
people contact clients, 

Along with the opinion (“which any 
honest adman will admit’’) that creative 
people don’t come into enough direct con- 
tact with the public, he has the corollary 
notion that “the big thing about the agen- 
cy man of the future is that he will know 
much more about the point of sale.” 


@ In general, the new chairman of the 
Four A’s thinks the association has done 
remarkable work in cleaning up advertis- 
ing copy, and comments that a number of 
campaigns have been altered because of 
the association’s “opinion interchange,” 
which lets other admen comment anony- 
mously on a campaign. 

In the area of ethics, “we'll keep fight- 


ing.” 

In the broader area, he figures that 
one of advertising’s bigger jobs is ac- 
quainting business men with what ad- 


vertising can do. The average board of 
directors, Jack says, is composed of in- 
heritors, bankers, lawyers and executives 
of the business. Agencies must teach these 
people, who often have lived their busi- 
ness lives removed from advertising, how 
advertising works and how its full force 
can be used. 

Mr. Cunningham has been known to 
say that an agency’s only real assets are 
trust and confidence. 


Privately, he is known as a highly 


skilled bridge player, and real estate 
juggler of renown (he once was en- 
gaged in manipulating 14 houses he 


owned, and he turned a profit on each 
of them). He plays tennis, golf and, not 
too long ago—he’s now 54—touch football, 
and he sails and skiis. But his overpower- 
ing interest is the agency business, and 
its future 
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The Creative Man’‘s Corner... 


oer err rr rer rrr rrr rrr rrr rrr rrrrer 


Advertising Age, April 7, 1952 


More Information, Please 


All those in faver of hennty..cy GLASS 


PLATE GLASS 


ip) Paints 
PiTTSSuRGu 


GLass 


The Corner has 
more appropriate word—the Pittsburg 
promoting the use of glass in the home. 


Only recently has he gotten down to the chore of reading them. The copy 


seemed set too small, too cramped, and 


thorough reading. Until he read it, however, he had the general impression 


that Pittsburgh was promoting mirrors 
As it turns out, Pittsburgh is promoti 


too. The copy states that Carrara structural glass “is richly polished and re- 
flective, its soft, mellow colors (ten of them to choose from) never fade or 


change, its surface never crazes or stain 


over present walls.”” That, however, is the limit of the information. A booklet 
is offered “of practical suggestions for effective use of glass in your home.” 


Before he sends for the booklet, though, 
specific information. How is the glass a 
carpenter put it up? Does it crack if one 
it and, if so, what does Papa do besides 


Frankly, The Corner would like shorter copy under the pictures, set in 
larger type for his aging eyes, and a text block somewhere giving some in- 
formation on installing the stuff, on wearing qualities, on advantages over 


tile or plastic. Also, some indication of c 
Without wishing to appear captious, 


intrigued by a headline a little more informative than “All those in favor 


of beauty. . say ‘GLASS.’ ” 
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PITTSBURGH 


CHEMICALS 


PLATE GLASS COMPANY 


noticed for quite some 


oreo oro ooo 


oe eww rr rrr rrr rrr rrr rr rrrororore 


ee ee 


Plastics 


BauUSHES 


might be the 
advertisements 


time 
h Plate 


now 


Glass 


years 
Co.’s 


seemed too long and uninviting for 


for the home. 


ng a sort of glass tile for the walls, 


s” and usually “can be applied right 


The Corner would like a little more 
pplied? Can an ordinary, home-bred 
of the children applies a hammer to 
strangle the child? 


omparative cost would be welcome. 
The Corner would also like to be 


Mail Order and Direct Mail Clinic. . . 


u 
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Check-List for Making the 
Christmas Catalog Effective 


By Wuitrt NorTHMORE SCHULTz 
Smart mail order merchandisers, who 
nderstand how effective direct mail can 
eep their profits up year around, are al- 


ready thinking about and planning their 
1952 Christmas catalogs 


Solomon Balsam, publicity director of 


the Contempo Advertising Agency, 5 Co- 
lumbus Circle, New York 19, sent me a 


IT 


oO 


righty interesting, 32-page booklet the 
ther day entitled “The Key to Better 


Christmas Catalogs and Healthier Sales.” 
This highly useful pamphlet, available 
free to AA readers, is packed with profit- 
making information. It was written by 
yoldalie Frank, Contempo’s president. 
Catalog selling will be more in the 
spotlight in 1952, Miss Frank reports, 
because more women will be employed, 
leaving them less time to shop in person. 
In addition, traffic problems and crowded 
conditions in retail stores, already under- 
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We all know that there has been a record 
number of marriages in the past ten years — 
capped by an all-time record in ‘51. 

We know that this has changed the popu- 
lation and marketing picture, drastically and 
irrevocably. 

But do you know the true picture ? 

For instance—in 1940, only 22% of girls 
18 and 19 years old were married. In 1950, 
it was 32%. 

In 1940, according to the census, half of 
the girls 20 to 25 were married. In 1950, it 
was two-thirds! 


Armbreds Youngit Mariel Wan, Audion 


% modern romances | 


Dell Publishing Company, Inc., 261 Fifth Avenue, New York 16, N. Y. vs 
- 


a> © what you 
should know about 


married women 


And with women 25 to 35, 85% of them 
are now married, almost all before they're 30. 

Look at your advertising. Are you aiming 
right ? 

If you have the slightest doubt, we offer 
a suggestion. Modern Romances provides 
you with America’s Youngest Married 
Woman Audience — 77% married with a 
median age of 23. In fact, almost two-thirds 
of Modern Romances’ married readers are 
under 25! And they have the income to buy. 

This is the heart of the young married 
market — it's yours to sell. 
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74 


will 


staffed with uninterested clerks, 
compel many’ more folks to shop the easy, 
arm chair way, by mail, this year. 

Packed into this handy booklet are the 
results of an intensive survey of 74 typi- 
cal, storewide Christmas catalogs. The 
booklet includes tips on planning, pro- 
duction, budgeting, makeup, merchandise 
layout, copy, printing processes, distribu- 
tion, and postal requirements as they ap- 
ply to catalog selling 

Here are some of the booklet’s high- 
lights: 

1. From 20 to 30% of Christmas ad bud- 
gets should be considered for catalog ex- 
penditure. 

2. The catalog’s first impression is an 
important and lasting one. Catalog covers, 
it’s reported, should be dignified. And in 
the case of promotional stories, punchy 
and dramatic 

3. Rotogravure was most in 
catalogs studied, Letterpress, and 
with letterpress covers followed in popu- 
larity. 

4. Order blanks are considered essen- 
tial. And over 47% of the top catalogs 
studied had more than one order blank 
included. 

5. Envelopes, results showed, were used 
most for distribufion 

6. Santa Claus, a Christmas tree and a 
sketch of the store's door front were the 


the 
roto 


used 


three cover leaders. 
7. Gift certificates are considered sales 

builders and should be included. 

Blouses for women; ties 


for men; 


| western outfits for boys; dresses for girls; 


and dolls in the toy classification led ali 
other promotional selections. 

9. Little boys’ suits were tops in infant 
gifts; cameras and other photo equipment 
led sporting good offers. And merchandise 
leaders in several other categories are al- 
so listed in Contempo’s booklet. 

10. Catalogs should be planned early 
to avoid errors and poor production. 

11. Photos, it was found, do the best 
selling job. Art work, showing the items 
in use, spark up sales presentations. 

12. Items should be grouped and cate- 
gorized, and copy should be tied closely 
to art work. 


® 13. The booklet recommends that a care- 
ful study be made to determine which 
items should be included in the catalog. 
Items should be leaders and deliverable 
during peak selling times. 

14. Catalog copy must be complete, de- 
scriptive, stimulating. 

15. Postal officials should be consulted 
regarding bulk rates; best and most econ- 
omical size for the catalog. 

16. Active customer lists should be used 
first. Next, the inactive list. Finally, new 
names should be rented—proved mail or- 
der buyers, interested in the type mer- 
chandise being offered. 

Catalogs are your silent salesmen. They 
can carry a potent impact, reflecting 
vividly your company and its character. 
Used effectively and beamed right, cata- 
logs can make sales climb. 

Write for a copy of this booklet. It'll 
help you prepare your next catalog. 


The Eye and Ear Department... 


Snap, Crackle and Pop 


There is no end of unusual information 
ne can pick up by twisting the dials of 
is car radio of a Sunday evening. 

On “Stop the Music” (ABC, 8 to 9) you 
un learn that people who get tired by 
oon are “nixies” and people who don’t 

gre—not pixies—but “Kixies.” If you 

a to be a Kixey, all you have to do is 
at Genera! Mills’ Corn Kix, which, in 
ase you're interested, is an 83% energy 
od. Sounds almost dangerous. Better be 
reful when you open the box. Rice 
rispies may snap, crackle and pop, but 
is stuff is likely to explode 

On the same program, you can absorb 

some fascinating information about Chic- 
lets, Chiclets, Chiclets, Chiclets. This is a 
sort of spoken jingle, with a rhythmic 
sound in the background not unlike some- 
body chewing to a metronome with a new 
and loose set of uppers and lowers. The 
information dispensed has to do with a 
eharacteristic of Chiclets that is absolutely 
unique in the realm of chewing gum. With 
most chewing gum, apparently, you chew 
the flavor out, but with Chiclets, you chew 
it in. This is frightening. If you've had a 
garlic-flavored salad prior to your tack- 
ling a Chiclet, after a couple of chews 


you're quite likely to wind up with a 
clove of garlic in your mouth 
Built on the same strange logic that 


seems typical of most radio and TV com- 
mercials, are the Old Gold messages on 
the same show. “Old Gold is better for 
you in every way because, in every way, 
it’s a better cigaret.”” This gives vou the 


Employe Communications... 


STEAMED uP—Here’s Bert Parks, emcee of 
“Stop the Music,” trying to get an identi- 
fication of the “Mystery Melody.” Vocal- 
ists Kay Armen and Dick Brown are in 
the background. 


impression of running down a flight of 
verbal stairs and promptly running up 
again. Old Gold also makes no claims; it 
offers you a treat instead of a treatment. 
But it’s good to know that no other lead- 
ing cigaret is less irritating, or easier on 
the throat, or contains less nicotine. Old 
Gold, however, doesn’t make this claim: 
the United States government does. And 
the United States government ought to 
know—sure has been lots of smoke in 
Washington recently. 


What's Good in Communications? 


By Rospert Newcoms and Marc SAMMONS 

‘The professional pursuits of the authors 
of this department involve them in an 
appraisal of literally thousands of com- 
munications pieces every month. Many of 
these published devices never rise above 


the level of mediocrity, since the execu- 
tives who are in fact the publishers have 
no familiarity with communications, and 
since those who finally produce the de- 
vices can only reflect the bias of the pub- 
lisher. Industry throws away millions 


of dollars a year on communications de- 
vices that, from the second of their con- 
ception, have no chance of employe ac- 
ceptance. 

But the rifts in the clouds are good to 
see, and here are thumbnail sketches of 
four of them. All four are well designed, 
and all four cost a lot of money to produce. 
But so good is each one that the copy 
alone would carry each journal far into 
reader consciousness. Two of the four are 
combined employe-stockholder jobs, and 
the other two are good enough to be more 
than internal productions. 


@ The “Pet Milk Magazine” made its de- 
but a few weeks ago. It is an oversize, 36- 
page publication for employes. Its first 
issue established itself as an employe 
journal with plant level stories about 
the company and personnel that would in- 
terest employes. Good looking, well writ- 
ten, it’s the sort of job the new, green 
industrial editor should take home and 
study. John Marston edits it at 1401 Ar- 
cade Bldg., St. Louis 1. 

“Steel Horizons” is essentially an ex- 
ternal, produced for Allegheny-Ludlum 
Steel Corp. in Pittsburgh by its agency, 
Walker & Downing. For several years it 
has been regarded as a pace-setter, and 
readers have been left breathless at the 
beauty of its offset reproduction. A short 
time ago the publishers set to work to 
produce a tribute to the Navy, and the 
finished product is not only a masterpiece 
of design and editorial quality, but a ref- 
erence source of value to any library any- 
where. The job probably cost a mint to 
produce, but it’s an excellent piece of 
practical public relations, worth every 
cent it cost and maybe more. 


ws “Caduceus” is published by Smith, 
Kline & French Laboratories in Phila- 
delphia, and is edited at 1530 Spring 


Garden St. by William L. Grala Jr. For 
several months last year he and his as- 
sociates toiled at building the story of the 
pharmaceutical business, designed to in- 
form employes and others. The result, 
produced late last year, was a magnificent 
presentation of the theme, heavily pic- 


Tips for the Production Man... 


Three Colors for 


By KENNETH B. BUTLER 
Here is a trick in presswork which is 
deserving of greater use than is now 
made of it. Like all things that cost prac- 
tically nothing, delivery of three colors 
in a booklet or promotion piece for the 
price of two has its limitations. 
Visualize, for example, a 16-page book- 
let that is run work and turn (all in one 
run), with a second color which we will 
presume to be red. The color is used, not 
for product or trademark identification, 
but in the form of type, tint blocks, sim- 
ple line drawings, etc. All pages, there- 
fore, carry material presented in black 
and in red. 


e Greater variety in the use of color in 
such a booklet may be conveyed by hav- 
ing the printer change the color at the 
half-way point in the press run. Let us 
assume that blue is desired as the third 
color. The printer completes the press run 
on the backup of the sheets, using blue 
ink instead of red ink. There is a charge 
for the press washup. 

The result gives alternating second 
colors: Page 1, red; Pages 2 and 3, blue; 
Pages 4 and 5, red; Pages 6 and 7, blue; 
and so on. Thus, an apparent greater 
color usage is provided. 

Half of the copies printed will have red 
as the second color on the cover and 
alternating spreads. The other half of the 
copies will have blue as the second color 
on those same pages. For this reason 
colors should be chosen which may be 
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EXAMPLE—The employe publication of Pet 
Milk Co. is one of four cited as unusually 
good examples of communication. 


torial, thoroughly personal. It turned out 
to be much more than a mere issue of 
a company magazine for employes—it is 
an indoctrination piece, a souvenir for 
retired workers, a community good will 
builder, a handshake-in-print with cus- 
tomers and prospects. It’s the sort of issue 
every company editor should aim to do, 
for it can serve many purposes. 

Although he isn’t identified by name, 
the editor of “Imperial Oil Review” in 
Toronto (at 56 Church St.) is a man who 
gets around. His is an earthy type of job, 
like the oil business, and it runs circles 
around the company journals that can’t 
forget company dignity. The pictures are 
alive, and so well posed that they look 
unposed. The copy is the sort of thing an 
oil driller would feel cozy with, and a 
member of the board of directors could 
enjoy too. 

All of these publications, as noted 
earlier, probably have large budgets. But 
that isn’t the point. The point is that the 
editors know how to use them. 


the Price of Two 
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COLOR VARIETY—Change of pace in color 
color use possible by changing color of 
ink at halfway point in the color run on 
a work and turn form. Half of copies car- 
ry color sequence as shown at left; Other 
half of copies printed with opposite se- 
quence, as shown by sketch at right. 


used interchangeably. Thus, a light color, 
such as yellow, would have to be avoided, 
since yellow and other light colors have 
to be used somewhat differently in color 
layout than do heavier-bodied colors. 


ws The same treatment may be worked 
with a single-color run, provided colored 
inks sufficiently dark to carry both type 
and illustrations are used. Thus, a folder 
could be produced with half the copies 
having a red first page, Pages 2 and 3 in 
blue, Pages 4 and 5 in red, etc. The other 
half of the copies would have the op- 
posite color sequence. 

On a form printed sheetwise (an 8 
backed with an 8) the same effect may be 
obtained by running the backup run in 
the desired third color. When run sheet- 
wise the same color sequence extends 
throughout the entire quantity printed. 
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In any advertising agency where there are accounts of dif- 

ie ferent size, someone is sure to raise the question: “Which 
accounts get the lion’s share of agency attention?” 

At Young & Rubicam we've always felt that there should 


be nothing but lions. 


We're convinced that every single one of our accounts 


Nothing but lions 


deserves the best kind of planning, thinking, and service 


the agency can offer, 


We like to think that over the years this approach has 
played some part in helping a lot of little lions grow into 
big ones. 


And a lot of big lions grow tremendous, 


YOUNG & RUBICAM, INC, asoveerisinc 


New York Chicago Detroit San Francisco Hollywood Montreal Toronto Mexico City London 
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Commercial Strains Interest 
of Moon-Drenched Listener 


To the Editor: This is about ra- 
ercia We are talking 

‘ t the Lux Radio Hour 
,! St. Patrick's Da t 
\€ t ‘ r ttle r jse on the 


gr-FlYive 
TLL < 


@ HITE MEOM- FLYING 
© SKY - BROADCASTING 


AMERICAN SKY ADVERTISING CO. 


33.3 NO.MICHIGAN AVE” NEW TORK OFFICE 
CHICAGO LILLINGIS 224 EAST 38TH ST 
PHONE $1 2.7487 . mu 7-477 


riment 


The Voice of the Advertiser 


Letters are welcome 


reader's forum 


he theft and recovery 


Stone. So the Stone 


s found and Barry Fitzgerald (Sgt 


Somebody) gets the five thousand- 
iollar reward 

So we've heard some fine old 
Irish songs and have fought and 
bled until the Stone is found, and 
at the end of a happy hour are 
mentally looking out over the 


renched Irish 


moon landscape 
when the COMMERCIAL begins 

Right on top of the moon- 
irenched Irish landscape 
Everywhere a lady goes 
something about hose stretch 
strain stretch strain'’” 

What the hell do we care at 
his point about “everywhere a 
lady goes,” plus “stretch strain 

stretch strain’ 

We've been to Blarney Castle 


NORTH CAROLINA 


IS THE SOUTH’S 


NUMBER ONE STATE 


NORTH 
CAROLINA'S 


Namber 


Carolinians, 


other station 


North Carolina rates more firsts in 
recognized market surveys than any 
other Southern state 
according to 
study, listen to WPTF than to any 


Salesman 


WPIF 


50,000 WATTS - 680 KC. 


More North 
BMB 


NBC AFFILIATE FOR RALEIGH-DURHAM 
and EASTERN NORTH CAROLINA 


FREE & PETERS, National Representative 


R. H. MASON, General Manager GUS YOUNGSTEADT, Sales Manager 


this th 


can 
else- 


night! And 
stretch (and) 
where; for all of us 
We think some of these adver- 
tising agencies should employ a 
good psychologist along with their 
bright script writers 
Have been especially enjoying 
AA during the last five years down 
here in Virginia 
H. Lepyarp ToOwLE, 
Cap Towle, Consultants, Mer- 
ry Point, Va. 
+ e e 


Widens Magazine Angle 
in Brazilian Ad Story 

To the Editor: In your March 3 
issue you carried an interview with 
Roberto Rodrigues dealing with 
Brazil. Sr. Rodrigues obviously 
knows the Brazilian market, and I 
was delighted to see the impor- 
tance of this market being called 
to the attention of the American 
advertisers. 

However, I would like to take! 
exception to Sr. Rodrigues’ ap-| 
praisal of magazines in Brazil Ac-| 
cording to your story, Sr. Rodrigues 
brushes off magazines by saying 
“Circulations are small, paper is 
poor. Very few ads run in color.} 
Rates vary from about $50 to $250) 
a page.” | 

} 


lady 
strain” 


Apparently, Sr. Rodrigues over- 
looked two outstanding Brazilian 


magazines—O’Cruzeiro and Sele- 
coes do Reader's Digest. I am en- 
closing the December, 1951, issue 


of Selecoes which refutes practi- 
cally everything Sr. Rodrigues 
says about magazines. It might in- 
terest your readers to know that 
Selecoes currently has a net paid 
guaranteed circulation of 350,000 
copies per month, of which over 
300,000 are in Brazil. A glance at 
Selecoes will reveal the high quali- 
ty of its paper and reproduction 
The December issue contains ad- 
vertisements from 93 advertisers 
nearly half of which are in color 
Rates for Selecoes begin at $1,200 
for a black-and-white page 

Along with Sr. Rodrigues we, 
too, believe that Brazil has a great 
future 


GEorRGE W. WALLACE, 
Promotion Director, Reader’s 
Digest Internationa! Editions, 
New York. 


cm * . 

‘Motor Trend’ Speaks Up 

To the Editor: In the Feb. 18| 
issue of ADVERTISING AGE. a col-| 
umn captioned “The Creative 
Man’s Corner” contained several 
assertions and observations which 
seem not to be supportable by| 
fact. | 

By implication, the column ap- 
pears to impugn the motives and 
good judgment of Chrysler 
Corp. and its advertising agency 

By direct statement, it attacks 
the prestige, rating and integrity 
of Motor Trend 

It must be concluded that “The 
Creative Man” wrote this column 
without conducting the research, 
or having the facts at hand, that 
would have prevented him from 


the 


wandering so far astray in his 
conclusions. 

Your columnist could, had he 
been so inclined, have learned 
that the certified circulation figure 
on the February, 1952, issue of 


Motor Trend was 351,000 copies 
He could have determined with 
equal ease that it is the largest 
(in point of circulation) general 
interest consumer automotive pub- 
lication in the United States. 

Such a position of pre-eminence, 
we believe, removes us far from 
the status of obscurity and anony- 
mity to which your columnist has 
relegated us. 

“The Creative Man” is well 
within his prerogative to question 


the practicalness of the technical 
bases which Motor Trend em- 
ployed in concluding the 
Chrysler Corp. was entitled to our 
Achievement Award. But he is out 
over his depth when he states that 
the significance of the technical 
rating is completely lost on the 
average motorist 

Your columnist states by in- 
direction that most American car 
owners have never heard of 
Motor Trend. If this is true, it is 
equally true that most car owners 
never patronize the newsstands of 
the country. We wonder if “The 
Creative Man” conducted any kind 
of token survey before he set that 
statement down as fact or if, per- 
haps, he reached such a conclusion 
simply because he had never read 
the publication 

Certainly “The Creative Man” 
is entitled to an expression of his 
personal opinions but careless re- 
porting is inexcusable. 

You will agree, I'm sure, that 


that 


| we are completely justified in di- 


recting this protest to you. 
R. E. PETERSEN, 
Publisher, Motor Trend, Los 


Angeles 


e ~ e 

‘Good House’ Takes Its 
Place in Discount Story 

To the Editor: On Page 49 of 
the March 17 issue of ADVERTISING 
Ace there was an article telling 
about 83 magazines or groups of- 
fering various discounts to adver- 
tiseTs. 

Good Housekeeping was not in- 
cluded despite the fact that we 
have what we believe is the most 


Advertising Age, April 7, 1952 
logical and economically sound 
magazine discount—namely, the 
continuity discount. This, as you 


may know, is a discount in 
the four months of January, Feb- 
ruary, July and August which 
are the months that most acdver- 
tisers are apt to break their ad- 
vertising continuity. 

G. H. CHAMBERLAINE 
Advertising Manager, Good 
Housekeeping, New York 
AA owes an apology to Good 

Housekeeping for not listing tts 
continuity discounts in the March 
17 story, and is glad to set the 
record straight. 


"Le 
Ti2% 
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Sauce for the Gander 

To the Editor: Although I re- 
gard ADVERTISING AGE as the ad- 
vertising man’s Bible, I seldom 
comment on the contents. I would 
like to make an exception to this 
rule on a matter which appeared 
in the March 17 issue of your pub- 
lication 

Page 46 carried a brief article 
regarding Harry Truman's disre- 
spect and, in effect, condemnation 
of the private power companies’ 
public information and ad pro- 
grams. Apparently Harry doesn't 
care too much about private indus- 
try’s opposition to our govern- 
ment’s public power program. His 
attitude, in my humble opinion, is 
certainly evidence of a socialistic 
inclination. 

Aside from my personal opinions 
I can’t see where Harry should 
have any objection to private utili- 
ties running ads and then deduct- 
ing the cost of these ads from their 
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comes. My reasons for this opin- 
in are basically simple: 

1. It is a free competitive system 
hat has been greatly responsible 
or our present economic strength; 

2. Harry is doing the very thing 
ie objects to in what private utili- 
les are doing. 

While on a trip down in Tennes- 
ee recently I was surprised to see 
lighway signs which are intended 
to tell the consumer about the TVA 
ind other government power pro- 
gram benefits. In effect, Harry is 
using the American tax payers’ 
money to advertise a government 
project. Why, therefore, shouldn't 
private industry be entitled to 
spend its own money to protect its 
capital investment? This could be- 
ceme a controversial item. 

Bos PEITSCHER, 
Vice-President, Mac Donald- 
Cook Co., Chicago. 

. e - 
Otters Services in When/It 
Cleanup of Mail Selling 

To the Editor: I was much in- 
terested in reading the article by 
Whitt Northmore Schultz, entitled 
“Chiselers Are a Challenge to 
Mail Order Service,” in your Feb 
18 issue. 

Shortly after the turn of the 
century there was a great increase 
in mail order buying, especially 
among men and women in rural 
areas. As the automobile came into 
more general use, it became quite 
a lark for the family to hop in the 
car and go to the nearest trading 
area to make their purchases. 

There were littie, if any, park- 
ing difficulties in those early days 
As the automobile came into more 
general use, especially on the farm, 
the inconvenience of parking in- 
creased, not only in the large cities 


but in the smaller towns as well. | 
Too much time had to be taken | 


out of a day’s work to make these 
buying excursions to the nearby 
trading area. This condition has 
caused a resurgence of mail order 
buying and it will likely continue 
for some years to come. 

I have long been an advocate of 
publisher supervision of mail or- 
der advertising, because in this 
new mail order era anybody with 


a gadget and an extra chair and} 


table in the kitchen or garage is 
tempted to go into the mail order 
business. 


I think it is a publisher’s serv-| 


ice to his readers to scrutinize 
the mail order column of his 
paper and to investigate those who 


are using the columns for adver- 


tising purposes. 

Lately I have thought too that 
manufacturers have a share in this 
policing because there seems to be 
a great rash of cheap, shoddy mer- 
chandise offered through the mail 
and greatly overpriced. 

There are only so many dollars 
available for mail order purchases 
and when the competition becomes 
too terrific it is only natural that 
the direct sales, which are essen- 
tial to mail order advertising pros- 
perity, decline. 

I spent quite a few years in 
mail order work and we have a 


small mail order client now whom | 


we are very anxious to see grow 
into a well worth while institution, 
serving the public with needed 
items and fairly priced. 

Like Mr. Schultz, I should like 
to see a clean-up-the-mails cam- 
paign started and manned by peo- 
ple who have the mail order busi- 
ness at heart. I shall be very glad 
to donate my services in a con- 
sulting capacity if such an organi- 
zation should want to have my 
assistance. 

J. B. Ropcers, 
Vice-President, The Fensholt 
Co., Chicago. 

* + e 
Johnson Selling Story 
Gets Further Circulation 
“To the Editor: We thank you 
for past favors and wonder if you 
will kindly grant us permission to 
reprint, in some future issue of 


Sales Scrap Book, excerpts from 
J.H. Johnson's article, “Does Your 
Sales Force Know How to Sell the 
Negro Trade?’ ADVERTISING AGE 
will be credited as the source. 
Harris W. C. BROWNE, 
Editor & Publisher, Sales Scrap 
Book, New York. 
a . ° 
News from a ‘Townsend Guy’ 

To the Editor: March 10 your 
Creative Man said: “If one dies 
too soon, then let’s eat, drink and 
be merry. If one lives too long— 
well, whatever happened to that 
Townsend guy?” 

If he is suggesting that Mutual 
Life Insurance Co. of New York 
consult him, I’m sure he would be 
delighted to hely them. His address 
is: W. S. Townsend, Consultant, 
Panacea, Fla. 

Ii he only wants to know what’s 
happened to him, for his informa- 
tion “that Townsend guy” (Bill) 


, is doing what a lot of people would 


like to be doing... he’s fishing in 
Florida, catching big ones, and 
receiving checks from smart ad- 


vertisers who want more sales and 
less waste from their advertising 
dollars. 

If other AA readers would like 
some of the same, I suggest they 
write or telegraph him at Panacea. 

Dorotuy C. TOWNSEND, 

(Mrs. W. S. Townsend), Chi- 

cago. 

No doubt The Creative Man's 
insurance comment referred to Dr 
Francis E. Townsend's Plan, but 
friends of W. S. (advertising eval- 
uation) wil! be glad to have the 
latest news about him. 
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‘Stock’ Photo Term Is 
Okay with this Veteran 

To the Editor: Kenneth B. But- 
ler’s article on “Why a Prejudice 
Against Stock Photos?” was very 
interesting and surprised me as an 
old seasoned stock photograph rep- 
resentative of 23 years. 

I have sold to many users over 
the years, both for Ewing Gallo- 
way and my present connection 
with H. Armstrong Roberts. In all 
this period I have never encoun- 


tered any agency small or large 
who did not welcome and use the 
services of stock photographs. 

I have sold the largest and 
smallest, without the least thought 
in mind that the larger agencies 
bought any more than the smaller 
ones. As a matter of fact I con- 


sider the smaller ones the bread 
and butter of our selling. 

Don’t let us substitute for the 
word “stock.” Long may we her- 
ald it. 

Joun S. DUNLAP, 

New York Manager, H. Arm- 

strong Roberts, Philadelphia. 


Write Today for SAMPLES & PRICES! 


MOST EXCITING 


PREMIUM OF 
YEAR! 


Phil Rizzuto’s series of 
three action-packed, 24 
page books, dynamical- 
ly illustrated in full 
color. Kids will plug for 
the product that brings 
them these books. 


Promotional Publishing Company 


Special Comics Made To Order 


220 Fifth Avenue - 


New York 1,N.Y. - 


MU 5-8530 


When the ot 


sharpened a hance 


“sé DAY-GLO 


Daylight Fluorescent Colors 


yoet in the copy department has 
ful of pencils and laid a new row 


of cigarettes in the burned places on the edge of his 
desk —he hopes he'll be hot tonight. 


And when he has finished all the copy for a top- 
flight campaign —tight and bright and packed with 
sell—he hopes that Production will give it the 
added power it deserves. 

What is that added power? Its DAY-GLO—of 
course! The super-brightness of DAY-GLO Day- 
light Fluorescent colors just won't let a buyer's 


ey e ¢o by. 


DAY-GLO colors are plus colors that make every 


For complete information fill out and return ' the coupon below. 


we Pe te 
+ To make a Good Campaign Great — 


shase of your campaign look good—make_ bill- 
ren A and car cards visible up to four times as far 
as the brightest of ordinary colors—make displays 
and point-of-sale pieces reach out and grab prospects 
—make packages stand up and say “take me home!” 


To make a good campaign GREAT—use DAY- 
GLO® Daylight Fluorescent colors! 


Wer 
m “ 
_ Le . 


SWITZER BROTHERS, INC. 
4732 ST. CLAIR AVENUE 
CLEVELAND 3, OHIO 


LAWTER CHEMICALS, INC. 


3554 TOUHY AVENUE 
CHICAGO 45, ILLINOIS 


Without charge or obligation, please send me full par- 
ticulars about DAY-GLO, together with color card. 
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COMPANY SAME 
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29th ‘Milwaukee Journal’ Consumer Study 
Finds TV Owners Forgetting About Movies 


Miu.waukeg, April 1—It has 
been more than a year since 29.5% 
with tele- 


of 


families 
a movie; 17.7 


of Milwaukee 


vision have seen 


them saw their last movie from six 
months to a year ago 

Since 74.1% of the city fam- 
ilies have television sets (198,028 
families), it is easy to understand 


why movie theaters are complain- 
ing of poor times 

That is one of the trends dis- 
closed by the 29th Milwaukee 
Journal Consumer Analysis of the 
267,100 Greater Milwaukee fam- 
ilies. The survey, based on a 5,000- 
family sample, shows brand pref- 


erences for drug, grocery and de- 
partment store items, electrical ap- 
pliances and automobiles. 


8 Television sets have been pur- 
by 56,000 families in the 
last year. Admiral, with 20.7% of 
owners, is the leading make. RCA 
(16.7%) is second; Philco (8.7%) 
third; and Motorola (8.6% ) fourth 

Favorite screen size is 16” fol- 
lowed closely by the 17” size. Only 
12% of families own more than 
one set. 

Friday is still the favorite day 
of the week for grocery purchases, 
with Saturday the next choice. 


chased 


434 S$. Wabash Avenve, 
Chicago 5, IIlinois 


THE WAY-TO-DO-IT 
BUSINESS MAGAZINE FOR TODAY'S ALERT CHURCH LEADERS 
ner pai circucation 56,968 — may, 1951 
16.97% Pastors 


20.43% Church Officers 
9 39% Sunday School Superintendents 


40.51% Sunday School Teachers 


Most Milwaukeeans (34.37%) buy 
their groceries in A&P stores. 
Neighborhood independent stores 
draw 27.38%; National Food stores, 
9.04%, and I. G. A. stores, 8.53%. 


® Meat purchases at butcher coun- 
ters are favored by 84.3% of Mil- 
waukee women; only 15% prefer 
prepackaged self-service 

Frozen foods are attracting more 


buyers. In 1951, 51.7% bought 
frozen vegetables; this year 57% 
do. Birds Eye (42.4%) is the 


leader. Buyers of frozen fruits in- 
creased from 31.9% to 32.9% and 
of frozen poultry from 17.6% to 
23%. Birds Eye was again the 
leading frozen fruit brand; Fox 
de Luxe led in frozen poultry 
Buyers of frozen orange juice 


increased from 45.9% to 53.6%. 
The preference for Snow Crop 
jumped from 38.9% in 1951 to 


50.8%. Canned orange juice buyers 
have decreased steadily since 1950, 
when the product was purchased 
by 56.8%, to 368% this year. 
Roundy’s with 41% 
is the leader. Canned concentrated 


YP TRIO—Attending second annual convention of Young Presidents’ Organization 
in Boca Raton, Fla., are Peter Hilton (left), president of Hilton & Riggio, New York; 
G. David Schine, president and general manager of the Schine hotel chain, and 
L. W. Frohlich, president of the New York ad agency bearing his name. YPO’ers must 
be heads of million-dollar companies before they reach the age of 39. 


of purchasers orange 
10.9%; 


juice is bought by only 
Real Gold is the favorite 


Big, bustling Baltimore is a booming industrial 
center of many different industries. For example, 
Black & Decker, the world’s largest manufac- 
turer of portable electric tools, is located here. 


Equipment users all 


around the globe look to 


Black & Decker as their electric tool headquar- 
ters. This famous company is but one of hun- 


dreds of important 


Baltimore industries that 


make the Nation's 6th Largest City bigger . . . 


more prosperous. 


Bob Jackson works at Black & Decker, where 
steady growth and constancy of employment 
make this plant and its people important con- 


tributors to the economy of Baltimore. 


In ten 


short years, payrolls, employment and output 
have more than doubled at B. & D. And the 
outlook 1s up—up—UP! 


Baltimore's excellently diversified, steadily active 


industry makes the 


Nation's 6th Largest City 


bigger and richer than ever. Sell Baltimore . . . 
advertise to the largest evening and Sunday 
circulation of The Baltimore News-Post and 


American. 


Bob Jackson 


Black & Decker 


Build A 
Bigger, Richer 


Baltimore 


Baltimore 


News-Post 
ad American 


Represented Nationally by Hearst Advertising Service 
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with 48.6%. 

Margarine purchasers increased 
from 33.7% of Milwaukee families 
in 1951 to 45.7% this year. Blue 
Bonnet is tops with 29.8%, fol- 
lowed by Jelke’s Good Luck 
(15.8%). Butter buyers dropped 
from 96.8% in 1951 to 93.7%. Bor- 
den and Luick are the favorites. 
Skippy is the leading peanut butter 
with 63.8% of buyers. 


@ Other No. | brands in their re- 
spective categories turned up by 
the survey are: 
Product 

Red Dot potato chips . 
Johnston's packaged cookies 
Campbell's baked beans 
Spam 
Domino sugar 


% of families 


Pillsbury regular flour . . 
Aunt Jemima mixes ... 
Quaker Oats : 
Kellogg's Corn Flakes ... 
Mazola salad oil ..... ‘ 
Heinz catsup 
Star Kist tuna ........ 
Carnation canned milk .. 
Libby's tomato juice 
Eatmor fresh cranberries 
Ocean Spray canned cranberries . 
Luick Sealtest ice cream 
Hills Bros. coffee 
Lipton’s tea 

Packaged .... 


bags > ‘s 

White Pear! macaroni 

Oscar Mayer bacon ...... 
Johnston's soda crackers .. . 
Hormel chili 
Broadcast corned beef hash . 
Rival dog food ..... . 
NBC Milkbone dog biscuits . 


BRSISESIS BRNANERRSZARSBESLLES 
ARN eORRUHY OCONWRH RH BOR, ORUONANNUUE 


® Leaders in laundry and cleaning 
products were: 

Lux flakes (26.8%) for fine 
fabrics; Tide (23.6%), household 
laundry; Joy (17.9%), dish wash- 
ing; Spiec and Span (37.5%), walls 
and woodwork; Climalene (40%), 
softening water; Argo (50.2%), 
dry laundry starch; Staley’s Sta- 
Flo (53.8% ), liquid laundry starch; 


Hilex (44%), bottled bleaching 
fluid; Ajax (48.2%), powdered 
scouring cleansers; Windex 


| (51.3%), window cleaning prod- 


ucts; Bowlene (33.8%), toilet 
bowl cleaners. 

Ivory (25.9%) is the leading 
toilet soap for bath and for hands 
and face (24%). 

Most Milwaukee women (76.2% ) 
wear girdles, and 86.1% wear 
brassieres. Formfit (10.2%) is the 
favorite for both (10.2% for gir- 
dles, 22.7% for bras). Stockings 
are worn by 98.1%; Phoenix 
(25.4%) is the leader. Deodorants 


| are bought by 86.4% with Stopette 


| the choice of 27.1%, Mum of 12.9% 
|and Arrid of 9%. 


@ Nail polish is purchased by 
| 48.4%. The principal brands are 
| Revion (37.1%) and Cutex 
| (33.4%). Lipstick is bought by 

88.7%. Preferred brands: Max 

Factor (13.9%) and Revlon 

(13.5%). Ponds (22.7%) is the 


favorite facial cream; Pacquin’s 
(30.6%), the favorite hand cream; 
and Toni (58.1%), the favorite 
permanent wave kit. 

Nearly one-third of Milwaukee 
women buy some toilet articles or 
cosmetics in grocery stores. In 
1948 only 8.2% did. Bathing suits 
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re bought by 404%. Jantzen 
54.7%) and Catalina (11%) lead. 

Chesterfield is preferred by 22% 
if the women who smoke (39.7%), 
ind Pall Mall follows with 15.5%. 
The women buy most of their cig- 
irets at the grocery store (67%) 
w drugstore (22%). 


® Nearly 80% of the Milwaukee 
men smoke. Half & Half is the 
favored tobacco (14.8%) among 
the 26.3% who smoke pipes. Cig- 
aret smokers (65.7%) buy Camels 
(24.7% ) and Chesterfields (18.5% ) 
in grocery stores (53.1%), drug- 
stores (23.9%) and tobacco stores 
(11.9%). 

Beer tastes good to 88.6% of 
Milwaukee’s men. They live there 


and prefer (all Milwaukee- 
brewed): Blatz (31.7%); Schlitz 
(20.6%); Miller (11.8%), and 


Pabst (10.5%). 

Gin is bought by 19.8%, and 
24.3% of these prefer Fleischmann. 
More men (63.5%) buy whisky, 
favoring Schenley and _ affiliate 
brands (17.5%), but only 7.6% 
buy Scotch, with Black & White 
preferred by 15.7%. Cordials are 
purchased by 9.1% with Du Bou- 
chett (29.1%) the leading brand. 
Rum is bought by 7.7%; Ronrico 
(24.1%) and Bacardi (12.7%) 
are the leaders. 


@ Wrist watches are used by 
71.7%; Bulova (21.6%) and Elgin 
(18.2%) are the favorites. Stopette 
(27.7%) and Mum (11.3%) are the 
leading men’s personal deodorants 
(48.4% use them). Vaseline hair 
tonic (31.2%) is favored by the 
55.5% of Milwaukee men who use 
hair tonic or dressing. 

Electric shavers are used by 
32.2% and safety razor blades by 
75.5%. Remington (38.8%) and 
Schick (36.6%) are the leading 
electric shavers; Gillette (63.5% ) 
has a big edge over other razor 
blades. Regular shaving cream is 
used by 38.4%; brushless cream 
by 26.4%. Palmolive is preferred 
in both types. 


® Appliance preferences in the 
Journal survey showed that of the 
96.3% who own mechanical refrig- 
erators, 15.1% have General Elec- 
trics; 14.5%, Frigidaires, and 
10.8%, Coldspots. Electric mangles 
and ironers (owned by 14.5%) 
were led by Ironrite (15.4%), Thor 
(14.2%) and Kenmore (12.1%). 
Almost 10% own home food 
freezers—either Coldspot (21.7%), 
General Electric (10.9%) or 
Deepfreeze (8.1%). 

The week's flat ironing, done 
by 99.4% of the families, is done 
on General Electric (35.3%), 


Sunbeam (18.7%) or Westinghouse | 


(10.5%) electric irons. Kenmore 
is the leader among washing ma- 
chines, owned by 92.3%. Seventeen 


per cent prefer the wringer type | 


and 26.6% the fully automatic 
Kenmore, while 80% 
Easy in the spinner type machine. 


® More than 80% use gas cooking 


ranges and 17.2% use electric 
ranges. Favored gas ranges are 
Sears (Prosperity and Kenmore 
brands) by 12.8% and _ Roper, 
12.5%. 

Automatic clothes dryers are 


used by only 5.9%. Leading brands 
are Hamilton (29.2%) and Bendix 
(18.3%). 

The study also found that tooth 
powder has declined in use from 


36.6% to 30%. Colgate is pre- 
ferred by 28.3%. Toothpaste has 
increased in popularity from 


80.8% to 84%, and again Colgate 
is the top brand (50.3%). 

In the automotive market, the 
consumer analysis shows, 80.6% 
own automobiles (compared with 
66.3% in 1949). Only 5% own 
more than one car, and about 
50% bought their car new. The 
favorite motor oil is Mobiloil 
(17.2%); leading antifreeze, Pres- 
tone (38.3%); top tire brands, 
Goodyear (34.5%) and Firestone 
(28.6%). AC (45.6%) is the most 


f — ee . 


prefer the} 


popular spark plug. Major car re-| ‘In Chicago’ Bows in April 
pairs are made at the garage of the} In Chicago, a pamphlet-size 
dealer where the car was bought) guide to restaurants, events and 
(47.2%). | sightseeing spots in Chicago, is 
|being put out by the Bureau of 
ar | Special Events, Chicago. The first 
‘New Era’ Starts Publication issue appears in April. The guide 
New Era, a monthly magazine} will be distributed monthly by 
published by the World Veterans railroads serving Chicago. Single 
Federation, made its appearance copies cost 15¢; yearly subscription 
in March. The literary publication is $1.50. 
claims about 20,000 circulation in 
| the U.S., Canada and Europe. Ad- Grey Does Kaywoodie Display 
| vertising rates are based on $300 An AA caption in the March 
| per b&w page. Inquiries should be | 94 jssue mistakenly credited Hal 
| addressed to Ruder & Finn, 32 E.''q4 sajzman Inc. with creating a 
| 68th St., New York. display stand for Kaywoodie Yel- 
lo-Bole pipes. Actually, Grey Ad- 
Miss Barnes to Foote, Cone vertising, New York, agency for 
Madeline Barnes, formerly a Kaywoodie, created the stand. 
| copywriter for Carson Pirie Scott} ; F 
|& Co., Chicago, has joined Foote, Book of Anniversaries Out 
‘Cone & Belding, Chicago, as a The National Foremen’s Insti- 
copywriter on the Toni account. tute, New London, Conn., has is- 
sued its “Schoyer’s Vital Anniver- 
Byrum Advertising Moves |saries for 1952.” The 176-page 
Byrum Advertising, Denver, has cloth-bound volume retails for 
moved to 924 Broadway. $4.50. 


The BIGGEST 


rural and small town 


AUDIENCE 


in Mid-America 


best with KCMO 


_-KEMO 


= 


150,000 WATTS « 810 KC. 


125 E. 31st St., Kansas City, Mo. 


or THE KATZ AGENCY 


needs. It's a big, prosperous, loyal 


audience—and you can reach it 


my CY Must think a 


HOW DO THEY EXPECT 
ANYONE TO READ 
MAILINGS AS BLURRY AS THIS? 


Are you satisfied that your 
mimeographed mailings are clear, 
sharp, easy-to-read ? 

Your prospects won't bother 
to read through them if they're 
blurry, fuzzy, messy —as so many 
bulletins are. 


| Hammermill Mimeo - Bond 
produces more than 5,000 clear, 
legible copies from a single stencil, 
when you want that many. 
And this paper comes in white 
and six distinetive colors. You 
can put your message on a “char- 
acteristic” color that will be iden- 
tified at once as coming from you. 


We'd like to send you—free— 
the 100-sheet trial packet of 
Hammermill Mimeo- Bond. Test 
it for yourself. Compare it with 
the paper you now use. With the 
| packet we'll include the Hammer- 
mill idea- book. “Better Stencil 
Copies,” that telis you how to 
get better results from your sten- 
cil duplicating equipment. 


Just send the coupon now...test —_ 
HKammermill Mimeo-Bond for yourself cam 
} 


~~ 
. ; be | 
EB §)  Hammermill Paper Company, | 
pA I ] g 149 bast Lake Road, Erie, Pennsylvania | 
B Please send me — FREE — the 100-sheet packet of Hammermill Mimeo- ! 
M I M E O -BO N D § Bond and a copy of “Better Stencil Copies.” ' 
1 1 
HAMMERMILL MIMEOGRAPH PAPER 1 Name ' 
1 : 
Position | 
LOOK FOR THE WATERMARE.. . 11 16 i (Please attach to, of write on, your business letterhead) AAST ff 
HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 
Lee ew ee eee eee ee ee ee eee eee 


Q Mindrender! — 


You can obtain business printing on Hammermill 
pnicrens // Papers wherever you see this shield on a printer's 
window. Let it be your assurance of quality printing. 


— Peewee eee eee ee ee Se —_, 


HAMMERM]7/ > i 
MIMEO BOND 


More rural and small-cown homes 
are tuned in to KCMO than to 
any other station in the area —ac- 
cording to the newly-completed 
Conlan “Study of Listening Habits” 
in Mid-America. Your message on 
KCMO reaches them through 


programming planned co fit their 


pire 
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tion work? 


ence, salary, ete. 


SALES TRAINING 
MANAGER 


Have you talked to groups of wholesalers and retail salesmen? 
Are you a platform speaker, use charts, give product demon- 
strations? Have you had appliance or TV experience? 


Are you willing to spend considerable time traveling to put on 


meetings? Do you know film and chart editorial and produc- 


If interested, and can qualify on above points, a manufacturer 
located in Chicago would like to receive details of your experi- 


Write Box 107, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IL. 


Information for Advertisers 


No. 4302. Analysis of the Foundry 
Field 
Pointing out that the foundry in- 
dustry is a, mass-production indus- 


® try and a unique market, Foundry 


new data file entitled 


itfers a 
4 ‘Sizing Up the Foundry Market.” 


It covers the size of the market, 
its constant growth, the expectable 
}impact of military spending, a 
i breakdown of foundries by type, 
a market map, etc. Concise media 
‘information rounds out the picture 


4303. Merchandising Help in 
Northern Ohio 
Station WGAR, Cleveland, offers 
1 new booklet, “WGAR ‘Mer- 
SCHAINdising’ Plan,” giving details 
of special merchandising help 
mvailable to 13-week or more ad- 
Vertisers. Briefly, it involves spe- 
tial store promotions in 197 chain 
pstores in the area served by the 
BStation, plus personal appearances 
iy WGAR personalities, ete 


}No 


Wo. 4310. High School Market for 
i Consumer Goods 
of the Youth Market 
Burvey” is a new book offered by 
The Young Catholic Messenger 
Tt covers basic family facts about 


‘Results 


home and auto ownership, etc., 
and then goes into detail on bi- 
cycles, portable typewriters, rec- 


ord players, sports equipment of 
all kinds, musical instruments, and 
brand preferences in soft drinks, 
candy, chewing gum, flashlights, 
fountain pens, canned soup, baked 


beans, cereals, dentifrices. Of un- 
usual interest are breakdowns of 
teen-agers’ attitudes toward lead- 


ing national companies 
No. 4312. How to Pep Up Sales 
Force 


Pointing to the fundamental dif- 
ferences between sales instruction 
and sales activation, “Tooling Up 
for Sales” is a new booklet offered 
by Tradeways Inc., outlining the 
services of the in sales 
inalysis and research, and the sub- 


company 


sequent preparation of manuals, 


| petent in basics of market & 


bulletins, films and other instruc- 
tional and selling aids | 
No. 4314. Newest Ideas in oe 
cent Printing. 
The latest edition of the “Day-| 
Glo Herald,” offered by Switzer | 
Brothers Inc., contains data on | 
latest uses of fluorescent printing | 
in emplove relations campaigns, on | 
gummed labels, in trade magazine 
inserts, on 24-sheet posters, etc 
No. 4315. List of Indiana Imple- 
ment Dealers 
The Indiana Farmers Guide of- 
fers “Indiana Implement Dealers,” 
a booklet giving names and ad- 
dresses of some 800 farm imple- 
ment dealers throughout the state. 
A folder outlining the merchandis- 
ing services of the publication is 
included 
No. 4316. Buying Power and In- 
fluence of Teen-Age Girls 
“The Girl Under Twenty” is a 
new study offered by Seventeen. 
Making a point that she “spends 3.7 
billion dollars of her own money 
yearly,” it goes on to document the 
fact that “that’s not a drop in the 
bucket compared to the major out- 
lays Pop pays for, and daughter 
buys or selects.” Further empha- 
sized is the fact that 50% of all 
first brides are younger than 20's, 
making the girl from 17 on a four- 
star prospect 


No. 4317. Actual Industrial Plans 
for Next Three Years 


McGraw-Hill Publishing Co. of- 


fers a new study, “Business’ Plans 
for New Plants and Equipment 
195 5.” which is not a forecast, 
but a summary of actual plans 


which industry now has for invest- 
ment in capital goods. While 1952 
appears as the peak of the boom, 
“the idea that after mobilization 
capital investment will dry up, as 
it did in the 1930s, can now be 
writen off.” This study is recom- 
mended as must reading 


Note: Inquiries for the items listed above will not be serviced beyond May 19. 


USE COUPON TO OBTAIN INFORMATION 


200 E. Iilinois St., Chicago 11, Il 


—please print or type) 


NAME 
COMPANY 
ADDRESS 

City & ZONE .. 


. | 

Readers Service Dept., ADVERTISING AGF | 
| 

| 


Please send me the following (insert number of each item wanted 


TITLE 


a eS SS ce ce 


THE ApVERTI 


Rates: 90¢ per line, minimum charge 
lines (maximum—two) 30 letters and 


NG MARKET PLACE 


$3.60. Cash with order. Figure all cap 
spaces per line; upper & lower case 40 


Per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.00 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED 


POSITIONS WANTED 


ASSISTANT ADVERTISING MANAGER 
National manufacturer wants young man 
for creative and detailed work in all 
phases of ad dept. Ability to write copy, 
do layouts, create sales promotion mate- 
rial desirable. Salary commensurate with 
ability. Midwest location. Write full de- 
tails first letter. Replies confidential 

Box 5006, ADVERTISING AGE, 

200 E. Llinois St., Chicago 11, Ill 

ADVERTISING & PUBLISHING 

FOR ALL TYPES OF POSITIONS 

GEORGE WILLIAMS—PLACEMENTS 

209 S. State St. Ha 7-2063 Chicago 


ASST., MEDIA RESEARCH 


Large nat'l news magazine has opening 
in Research Dept., of 6 people. in Wash., 
D. C., for young woman technically come 
reader re- 
search. Good starting salary, with ad- 
vancement open in growing dept 
view in N.Y. with research director. 
Address resume to 
Box 5012, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


SALES HELP WANTED 

Chicago and Midwestern ad rep wanted 
for two well established home furnishing 
trade journals published in N.Y. sal. or 
draw. Excellent Oppt'y for conscientious 
man who has no more than 2 other publi- 
cations 

Box 5004, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 


have attractive positions for men 


We 


and women in Advertising and Publishing. | 


MYRTLE BARNARD - CARMEN TAYLOR | 
176 West Adams Ce 6-3178 - Chicago— 
ARTIST ...Need a change of climate 
for your health? or maybe to escape 
| ulcerous pace of big city? Agency has 
spot for good producer of finish dwegs 
Location: “Mildest year ‘round climate | 


in Texas."* 

Box 5005, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 

J. MASTERSON 
ADVERTISING — PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash FR 2-0115 Chicago 
Oppertunity in Texas agency for AE of 
partnership stature who wants to trade 
the cold winters and crowded commuter- 
living for the clean, sunny cities of the 
southwest. The man we are seeking knows 
what we are talking about because he has 
lived in the south or midwest, he is under 
40, and is fully qualified to sell and han- 
dle accounts. He writes copy that impels 
people to buy his clients’ goods. It is 
almost a “must” that he have 5 years 
experience in a small to medium-size 
agency. Talent for administrative work is 
a valuable asset, because the right man, 
when proved, will have a change to ac- 
quire a substantial interest in this 25 
year old, financially strong agency on 
very favorable terms 
This opening looks good and sounds big 
It is both. The man who fills it already 
knows that ad budgets are smaller here 
than in older industrial areas, and agency 
salaries are proportionate. Yet he values 
the many other benefits that more than 
make this up to him and his family; 
among them he can make his own future 
here in a fastgrowing, prosperous country 
Applicants should re-read this ad care 
fully to make sure they qualify in all 
particulars, then write fully (airmail), 
giving all information you would want 
(including photo), if were head of 
this agency and seeking a man to qualify 
for partnership. Interviews scheduled in 
near future in Chicago and New York 
President, Evans & Associates, 9th floor 
Dan Waggoner Bidg., Fort Worth 2, Texas 
MONARCH PERSONNEL 
Immediate openings. 

Advertising Mgr. West Coast; 
Rounded exp. in basic phases of 
Copy, production, media, research, 
prom. Exp. desired in grocery or 
goods field, either with ad. agcy. or ad- 
vertiser. Creative, ability to produce ideas 
and follow through. Salary to $15,000 


you 


age 35-45 


Adv. mgr., Chicage 5,00 
Exp. construction eqpt. field. Knowledge 
of basic phases of advertising, direct 
mail, sales promotion 

Copy writer-agency $10,000 
Agricultural degree. Exp. in farm eqpt. 


and implements 

Radio-TV-research 

Outside contact and sales 

resume and photo 
MONARCH PERSONNEL 

28 E. Jackson Chicago 4, Il. 


Advertising 
Copywriter 


Sales promotion department of 
major marketing corporation seeks 
an experienced Copywriter with 
well-rounded background, perhaps 
newspaper, and genuine interest in 
writing. Should be creative, facile, 
versatile writer capable of han- 
dling wide range of assignments 
from semi-technical product liter- 
ature to strong selling retail dealer 
and consumer promotional mate- 
rial. Write fully giving complete 
employment history, education and 
age. Long range opportunity in ex- 
panding organization for respons- 
ible writer desiring permanent 


Salary and comm. 
Send complete 


| position. Box AA 325, 221 W. 41 


St., N.Y. 


Inter- | 


MANAGER-SALES, ADVERTISING, 
SALES PROMOTION, ASS'T TOP 
MANAGEMENT 
Qualified by more than nineteen years 
top management sales & advertising ex- 
perience. Beverages, Foods, Dairy Prod- 
ucts, Etc.; Managing Director for adver- 
tising agency and display manufacturing 
company Managed $30,000,000 annual 
sales. Directed advertising expenditure 
of $2,000,000 annually. Presently employed 
Will consider foreign assignment under 

contract. Know Spanish 
Box 5008, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 


| CREATIVE SALES PROMOTION - MAN 
| 4A top agency experience, fashion serv- 
and copy. Versed in all phases of 
advertising. Have created and sparked 
national campaigns. 27, sensible salary 
| Box 5009, ADVERTISING AGE, 
| 200 E. Illinois St., Chicago 11, Ill 
CASH IN ON 8 YRS. EXPERIENCE 
Copy, layout and production for 3 mfrs. 
At 29 seek chance to grow in A-1 firm. 
| Box 5003, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
ATT: MERCHANDISING DIRECTORS 
Top man available Apr. 15. Hard, soft 
lines exp. with 4A agency, nat'l mfgrs 
Present job good but not good enough 
Vet. Family. College. 35. Best references 
p Box 5011, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill | 


NOTE TO A SHREWD AD AGENCY: 

If you are in the market for a copyman 
| whose ability to write is exceeded only 
| by his enjoyment in writing, whose ideas | 
are as endless as their horizons are un- 
limited, whose biggest asset is a sense} 
of humor...if you're willing to pay | 
$11,500 for this 34-year-old genius-in-| 
waiting of 10 years’ various-phased ad | 
experience... please look me up We} 
deserve each other | 

Box 5013, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Lil 
| PACKAGE RESEARCH DEPARTMENT 
Experienced research team, man & wo- 
man, can take over as your complete 
market research department, or can do 
one shot projects from start to finish 
This all-round youthful team can handle | 
your research intelligently, quickly and 
economically. Inquiry will bring details. | 

Box 5014, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 

TELEVISION COPYWRITER | 
Top television writer, CBS, NBC credits | 
on high rated network productions for 
varied group of national advertisers seeks 
tv copy assignment with agency. Four 
years agency copy experience. 

Box 4340, ADVERTISING AGE, | 
801 Second Ave., New York 17, N. Y | 
For All or Any Part of Your Writing 
Needs. . .experienced, dependable help for | 
any advertising, sales, promotional or 
other business purpose, copy, booklets, 
brochures, letters, reports, analysis, re- 
search, etc 
Box 5016, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill | 
REPRESENTATIVES WANTED 
MANUFACTURER'S REPRESENTATIVE 
Leading manufacturer pressure-sensitive 
adhesive paper and printed products. We 
are selling nationally and enjoy 
ing volume of business in many cities. In 
Chicago we require experienced manu- 
facturer'’s representative selling non-com- 
peting kindred lines to handle our present 
accounts and develop the territory. Simi- 
lar situations open in other leading cities. 
Commission and bonus. Interviews ar- 
ranged in Chicago week of April 2ist, 
and in other cities immediately there- 
after. Write fully and promptly in confi- 

dence stating background, experience. 

Box 5015, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 

Home Comforts Wholesaler—listed S.R.D.S. 
open for competent publisher's adver- 
tising representatives for Illinois - Ohio 


areas - Comm. basis. Write, 
L. N. Heatherton, Publisher, 
25 East 10th St., N. Y. 3, N.Y 


IF weary of bad weather and environ- 
ment, we invite you to help us build re- 
gional farm paper where there's no better 
hunting, fishing and living in world. Big 
interest for tiny investment to right ad 
man. Western Colorado Reporter 

Box 21, Grand Junction, Colorado. 
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Representative now with one major in- 
terest eastern territory can produce for 
one other top reputation journal Suc- 
cessful experience all classifications. Age 
37 
Box 4394, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


REPRESENTATIVE WANTED 
Long established manufacturer of Me- 
chanical Window displays and Sales Dem- 
onstrators in quantities selling to National 
Advertisers wants a capable sales repre- 
sentative calling on similar large accounts 
in principal cities. Exclusive territory, 
commission basis. Send full details. 

Box 4344, ADVERTISING AGE, 

200 E. lllinois St., Chicago 11, ILL 


REPRESENTATIVES AVAILABLE 
NATIONAL Sales Director (producer- 
closer) Staff 6 Dist. Slsmgrs. (Exp. Sales- 
men with cars) 

Box 5010, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


MISCELLANEOUS 
FINEST CANADIAN MAILING LIST 


| Long established weekly in 


| 175,000 Mail Buyers on Elliott Stencils 
will rent to reliable house. 

TOBE'S Niagara-on-the-Lake Ont. 
BUSINESS OPPORTUNITIES 


For Sale 
fast growing 
So. Michigan town, grossed $21M in 1951. 
Ideal for retail ad man with some news 
experience. $12M down will handle. If 
just curious save stamps. If serious write 
Advertiser, 9932 Auburn, 
Detroit 28, Michigan 

“GO WEST YOUNG MAN - GO WEST" 
Long established, small California agency 
is available at reasonable price and on 
most unusual terms. Nationally recog- 
nized in fast growing area. Little compe- 
tition. Operating as “one man agency” 
now but overripe for two man expansion 
Owner will retain small interest if de- 
sired. You must be fully experienced to 
handle this deal. Replies confidential 

Box 5007, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, IIL. 


Copywriter Wanted 


Unusual opportunity with medium- 
sized, fast-growing agency serving 
25 industrial, farm and consumer 
accounts. Enjoy suburban commu- 
nity living without commuting, 
where you work just five minutes 
from home. Beautiful new offices. 
Write Kenneth B. Butler & Associ- 
ates, Mendota, Illinois, giving full 
details. 


| 
! 

a = e\ 
| 


PERHAPS 


Your organization needs a 
merchandising and sales viewpoint 


nt 1 


g merchar 


f nfiidence 
Box 109, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


WANTED: 
RADIO-TV COPY MAN 


Small but fast-growing Chicago 
Agency needs good creative copy- 


writer. Excellent opportunity for 
fast advancement for right rson. 
Some client contact, some pro- 


duction. Give complete experience 
and salary requirements. No samples 
All replies held in strict confidence 
Our staff knows of this advertise- 
ment. Box 105, Advertising Age, 
200 E. Illinois St., Chicago 11, fi. 


e Producers e 
Writers, etc. 


FREE LANCE TALENT AGENCY 


Free Service to All Advertising Agencies & Advertisers 
Carefully Screened Talent Available e Artists « Photog- 
raphers e Layout e Copywriters e Scriptwriters e Slide 
Film e Research e Sales Trainers e Radio & TV Directors 
Floor Managers 


274 Madison Ave., New York 16 


e Jingle and Comic 


Dial LE 2-7857 


MAGAZINE REPRESENTATIVE WANTED 


Established monthly magazine for mink breeders offers 
good opportunity to representative soliciting ads for 
breeding stock, fur farm equipment, feeds and supplies 
in Wisconsin, Michigan, Illinois, Minnesota, other Mid- 


west states. 25th year of continuous publication. Write 
for full details. Box 106, Advertising Age, 200 E. Illinois 
St., Chicago, Illinois. 


ids Mot in se ee gon eee gE OSS aes 1 Ca : ; De ee ee = 8 fl oi Ee 
via : ; , De 
a ity % 
Py ~ tes 
; PY be 
: 80 ee 
: 
‘ eS = 
its 
ae (NE A LE TE RMT IEE A NRA RERUN SI RN re 
y ad PO ee 4 
ae 
Zn Bo = 
“ = oo 
Mo ee 
2 bg. 
; ag ae 
a" a ginal 
er Ps \— : 
" 
“, Pl ee) ia 
3 Po | 
: ee  —————————————————— 
a PO | | 
. | 
: a 
Be | 
GA ‘ 
y nN 
er ty 
ae . 
— 
a . 
‘ —_—————=" 
os , 
i 
fe 4 | 
os 
é d | 
7 | 
oe 
Og | 
oF | : 
1 | laa aaeadcaeietammeaan ear iaiaanii 
A top youn =v timate know! 
4 ige of certain segments of the hard lines 
; eld will consider making a change some 
aa ; me in 1952 if presented with an out- 
ou tanding opportunity. He is now a highly 
5 -essful merchandising manager with 
? i ul order, retail chain and department 
5 ; re experience. Strong sales background 
oe ellent speaker. Negotiates with highest 
—@ els of industry management. Has di 
— ed advertising programs. Familiar with 
“aa ifacturing distribution and retailing 
¢§ es from drawing board t nmnsumer 
: ‘i 1 wish to talk to this mar iny dis- 
ua ee 
xi 
3 
ae 
rie 
Rare 
; a P| 
: ee 
a 
4 é 
a. = a 
: Se | fil 
| po | 
ae ie | 
| 
ie 
eee 
Sd ee 
ee | 
Sy | 
he _— | 
: | | 
5, | | 
: : = | ee 
it a sie 
fy et ~ 
va : a - 5 i 2. 
Le ae : . : nie hls a : ig ede: P ae ee ge. ao. 42 


Advertising Age, April 7, 1952 


Supermarket Position 
Is Key to Packaging 


ATLANTIC City, April 2—Getting 
a lion’s share of attention from 
speakers and exhibitors at the 21st 
National Packaging Conference 
and Exposition here are packages 
planned to sell in self-service out- 
lets. 

“The self-service market is to- 
day’s giant in merchandising,” 
Howard F. Lochrie, manager of 
advertising and sales promotion for 
the Birds Eye division of General 
Foods, told the conference of the 
American Management Assn. Total 
grocery sales last year amounted 
to $30.3 billion, with self-service 
stores grabbing off $23.3 billion of 
that figure. 

Irwin D. Wolf, v.p. and general 
manager of Kaufman Department 
Stores, Pittsburgh, in a what’s- 
ahead-for-packaging speech, 
strongly advised that packages be 
planned for self-service or partial 
self-service selling. 

“Rising costs and narrowing 
margins of profit in retailing make 
self-service, or some degree of it, 
a distinct possibility in many de- 
partments handling so-called sta- 
ples.” Like Mr. Lochrie, Mr. Wolf 
predicts the growth of self-service 
in big department stores. 


® Norman S. Rabb, v.p. in charge 
of sales for Stop & Shop, Boston, 
spoke on the “revolutionary 
changes” brought about in pack- 
aging as a result of the growth of 
self-service. 

“New fields of distribution have 
been opened for many items, due 
to adept handling of the packaging 
problem,” he said. “Each month 
sees new progress. Bulk fresh 
spinach is practically a thing of 
the past. Fresh carrots are now be- 
ing sold in pliofilm bags without 
the carrot tops—and the consumer 
has accepted the change with en- 
thusiasm. Rubber sponges are 
selling well in food stores, side by 
side with packaged fresh garlic, 
packaged frankfurters, packaged 
clotheslines, canned whole chick- 
ens, and bags of oranges.” 


@ Mr. Rabb had a number of sug- 
gestions to offer on package design 
“strictly from the viewpoint of the 
self-service retailer.” He said a 
package should: 

1. Look something like what the 
customer expects it to look like. 
(A beer bottle shouldn't look like 
hair tonic or shampoo.) 

2. Within reason, a self-service 
package should appear as large as 
possible, to give the impression 
of maximum quantity for the mon- 
ey, without being deceptive. 

3. Transparent containers should 
not be printed over so large an 
area that it is hard to see the con- 
tents. 

4. Make the package easy to 
read without taking it off the shelf 
for closer inspection. 

5. Give your package an up-to- 
date look. 

6. Use good pictures or none at 
all. 

7. Make the package easy to 
open and easy to close. 

8. Build your package size to fit 
a wanted price range. For ex- 
ample: “If I were a candy maker, 
I would want to make sure that 
my product could sell for 29¢ in- 
stead of 35¢ even if it meant pack- 
aging 13 ounces instead of a full 
pound.” 

9. Your package should be built 
to protect itself against soiling, 
contents loss, flavor loss, aroma 
loss er absorption, moisture loss 
and spoilage. 


se Mr. Rabb said every self-serv- 
ice package must be prepared to 
tell its own story. “The manufac- 
turer of any low unit price, mass 


distribution item, can no longer 
feel that there will be a sales per- 
son handy at the right moment to 
answer customers’ questions.” 

Therefore, said Mr. Rabb, the 
package must tell: The product— 
what it is; the variety—what type 
of product; what it’s for—that is, 
what it will do for the customer, 
and the brand name. 

The package should also, he said, 
show size or weight; how to use 
or prepare (including recipes); 
how many servings or cupsful; 
special instructions for storing left- 
overs, and special instructions for 
uses other than ordinary ones. 


8 In his speech, Mr. Wolf identi- 
fied several package trends. The 
first, he said, is to more positive 
identification—making the pack- 


age picture the product instantly. | 
In this connection, he commented 
on the decline of personal selling 
at the point of sale. 

This need to set up product rec- 
ognition and preference in the 
minds of customers, he said, is 
| largely the responsibility of adver- 
tising. 

“But advertising itself needs an 
|inspiring or recognizable package 
in these days of new visual pres- 
entations such as TV, r.o.p. color 
in newspapers, and magazines and 
| roto sections,” he continued. 
| Mr. Wolf said he looks forward 
to more informative packaging— 

label type information plus “the 
factual assurance that the purchas- 
er has made the best selection in 
its field.” 


s Mr. Lochrie told the conference 
that American manufacturers turn| 
out more than 255 billion product} 
packages each year and that the) 
average housewife opens 1,696 
packages of all kinds annually. 
He said that between 1940 and 


81 


1950, 17,000,000 women became KFWB Names Branham Co. 
brides “and, therewith, disciplesof KFWB, Hollywood, has ap- 
self-service marketing. Moreover, pointed Branham Co. its national 
30,000,000 babies came into the advertising representative. 
buying picture. It is these last mil- 
lions who to their dying day will 
know only self-service in its pres- 
ent and its undreamed of forms.” 
Mr. Lochrie noted a family trend | 
that food merchandisers Rg 


watch. 

“American families are growing| “ 
smaller. The most recent disclosure 
is that 25,000,000 families (59%) | 
now have three or less members. oieit Gates bs & ” <7) Gat he 

‘ : * , | Diree ng is the “goose ? = 

If that trend continues there MAY | sid a “Golden Egg” for handreds of firms 
be a similar trend in packaging engaged in Direct Selling. One of our ad- 
sizes. This is evidenced by the vertisers got $25,000.00 in sales from a 
present definite demand for the | $700 ad. Another started his business with 
i ‘ . $9,000. Five years later he was doing « 
fractional package. Crackers, for volume of 5 million a year. Fantastic? No. 
example, — = several | pigeult? No. Everything is explained in 
film-wrapper packages within a) a new book entitled “The Quickest Way to 
mother-package.” National Sales.” To Agency men flirting 
| with Direct Selling accounts—to manufac- 

| turers flirting with the idea of getting into 

W. S. Roberts Inc. Moves | this multi-billion dollar business—the book 

W. S. Roberts Inc., Philadelphia |is free. Only one requirement. You'll have 
formerly Wil Roberts Advertising, | *® ot te Ben pour conpene Wetteetend. 
has moved to new and larger of-| Specialty Salesman Magazine 
fices in the Fox Bldg. Rm. 812-A, 307 N. Mich. Av., Chicago 1, Hl. 
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1951 lowa Radio Audience 
Survey reveals important 
trends in PROGRAM 
PREFERENCES! 


onl 


SOP trascb WEEE NRT 


eT cy ae 
EAA 
n comparing Iowa’s “best-liked” types of radio pro- - POEs 4 : 
grams in 1951 with those of 1947, 1948, 1949 and peryee ye gerne Magee pat de th ree 


1950, the 1951 Iowa Radio Audience Survey* highlights 
several important trends which might well influence your 


radio plans. 


Here, in capsule form, is the five-year comparison for 


16 program types: 


1947 «1951 1947 +1951 
MEN Survey Survey WOMEN Survey Survey 
News broadcasts 80.4% 87.1%] News broadcasts 72.1% 79.9% 
Featured comedians 71.5 62.0 | Featured comedians 66.3 57.6 
Popular music 39.9 48.5 | Popular music 447 514 
Sports broadcasts 38.7 47.4 | Audience participation 47.4 49.4 
Audience participation 41.7. 41.0 | Complete drama 43.1 38.4 
Market reports 25.2 30.6 | Religious music or 
Oldtime music 23.2 «29.7 devotionals 28.5 28.2 
Compiete drama 32.7 28.2 Sports broadcasts 166 27.4 
Variety programs 29.5 20.6 | Serial drama 305 26.7 
Religious music or Oldtime music 19.5 21.9 
devotionals 17.4 184 | Variety programs 32.3 21.3 
Talks, comment 20.5 16.4 |Homemaking pro- 
Band music (brass) 14.5 15.3 grams 18.2 188 
Talks on farming 17.0 14.3 | Market reports 12.8 16.1 
Serial drama we ts Talks, comment 15.0 15.0 
Classical music 16.1 95 Classical music 207 146 
Homemaking pro- Band music (brass) 13.2 13.4 
grams 43 5.4 |Talks on farming 8.8 8.3 


Note the growing popularity among both men and women 


of news and s 


rts broadcasts, popular music, market 


reports and oldtime music. And notice the substantial 
decline in popularity of featured comedians, complete and 
serial drama shows, classical music and variety programs. 
In almost every case the trend is consistent, year after year, 
indicating a definite pattern rather than a temporary shift 


in preference. 


You'll find the 1951 Iowa Radio Audience Survey one 


of your most valuable 


authentic, a rt information. 


most dependable radio 
today! — or ask Free & 


reference books. It’s packed with 
It is one of America’s 
studies. Write us for your copy, 
Peters! 


Channel voice, its top-grade programming and its enlightened 
Public Service attitude, WHO is lowa's greatest radio outlet — 
listened to by more lowans night and day than any other 
station in the State. 


Wiil© 


+ for lowa PLUS + 
Des Moines . . . 50,000 Watts _ 
; Col. B. J. Palmer, President © 
eee 

P. A. Loyet, Resident Manager ; 


FREE & PETERS, INC. 


National Representatives 


*The 1951 Iowa Radio Audience Sur 
vey is the fourteenth annual study of 
radio listening habits in lowa It 
was conducted by Dr. F. L. Whan of 
Wichita University and his staff. It 
is based on personal interviews during 
Marchand April, 1951, with 9,180 lowa 
families—all scientifically selected from 
Iowa's cities, towns, villages and 
farms, to present a true and accurate 
picture of the radio audience in lowa 
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FM's Strongest 
Point: Programs 
with a Difference 


FM Broadcasters Told 
of Varying Successes 
of Recent Sales Tests 


Cuicaco, April 1—Distinctive 
programming is FM's strongest ar- 
gument in selling sets to the pub- 
lic. This theme was repeated by 
speakers at the FM promotion ses- 


NARTB Convention 


sion of the National Assn. of Radio 
and Television 
vention yesterday. 

The speakers, representing both 
NARTB and Radio-Television 
| Manufacturers Assn., were partici- 


Broadcasters con-| 


pants in the recent FM promotion 
tests run in North Carolina, Wash- 
ington, D. C., and Wisconsin. | 

John H. Smith Jr., director of, 
FM for NARTB, urged the group! 
to make positive efforts to offer! 
listeners FM programs different 
from those on AM. He suggested 
that FM stations can profit by con- 
tacting listeners personally over 
the phone and finding out what! 
they want. This can be done over a 
long period of time, he said, if sta- 
tion executives make a point of 
contacting about ten listeners a 
week. 


® Such programming is the chief 
sales gimmick for FM, he pointed 
out, and high fidelity and static-| 
free reception are secondary. He 
also emphasized that FM will sell 
most where there are the most 
FM stations. 

He told the group that NARTB 
is ready to conduct more promo- 
tions similar to those just conclud- | 
ed. 

The other speakers discussed the 
recent tests from the viewpoint of | 


the manufacturer, the distributor 
and the dealer. 

David Grigsby, ad manager of 
Zenith Radio Corp. and chairman 
of RTMA’s special FM committee, 
suggested that FM sets can be sold 
to dealers 25 to 50 miles away from 
the station. Listeners in such 
“fringe” areas, he said, can be sold 
on the finer reception to be had 
where AM reception tends to fade 
out and be irregular. Dealers 
should be educated to the fact 
that, although reception in their 
stores is poor because they are di- 
rectly under an AM beam, their 
customers, who live some distance 
away, get better reception. 


@ Henry Onorati, ad director of 
radio-TV for Crosley division, Av- 
co Mfg. Corp., said that manufac- 
turers, distributors and broadcast- 
ers could do much by getting deal- 
ers to publicize FM in newspapers, 
over radio and by other means. 
Herbert Guenin Jr., ad manager 
of RCA Victor, said the tests had 
proved that broadcasters, distribu- 
tors, dealers and ‘manufacturers 


——— 
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the 


‘abulous Fift 


ats high 
on the hog 5h 


More than a third—379%—of all non-durable 
goods and services is bought by families in the 
Fabulous Fifth! \n its recent Survey of Consumer 
Finances, the Federal Reserve Board has arranged 
America’s families by fifths according to income. The 
findings show that the top (or “Fabulous”) fifth not 
only buys a third of all non-durable goods, but also 
(1) gets nearly half the nation’s total consumer income, 
(2) buys 42% of all durable goods, (3) holds 51% of 


ZF 


~ 


i 
s 


the nation’s liquid assets. Obviously, no advertiser can 


successfully sell his product without reaching this 


Fabulous Fifth! 


More than 80% of House Beautiful’s circulation 
is concentrated in the Fabulous Fifth! To hear 
more about this Fabulous Fifth and how it can boost 
your sales curve, just phone us at PLaza 5-2800 or 
write to 572 Madison Avenue, New York 22, New York. 


House Beautifi ull sells both sides of the counter 


Advertising Age, April 7, 1952 


can work together. 

He explained that different areas 
showed different responses to the 
tests. North Carolina, which takes 
2% of the total AM output, was 
able to take 12-15% of the FM out- 
put. But Wisconsin, which takes 
about 2% of the AM output also, 
took a small percentage of the FM 
output. Washington took only 
about twice as much of the FM 
output as it did AM. 

Speaking for the distributor, Joe 
L. Pleasants, v.p. in charge of sales 

{for Allison-Erwin Co., Charlotte, 
N. C., took exception to some of the 
points the other speakers made. 

| He pointed out that the dealer 

| handles many other appliances be- 
| side radios, and selling the dealer 
|was a matter of getting him to 
spend time in promoting FM. He 
stressed the importance of selling 

FM to the public before trying to 

sell a particular brand of FM set. 


8 William Hills, managing director 
of Electronic Institute of Washing- 
ton, said the Washington test came 
at a bad time because various fed- 
eral and district taxes came due 
then. Set sales came to 2,309, as 
compared with last year’s 2,480. 
However, dealers had felt that if 
they could match last year’s figure, 
the promotion was worth while, he 
said, 

Following the speakers, several 
resolutions, to be submitted to the 
board of directors, were voted up- 
on. One would request the Federal 
Communications Commission to is- 
sue a statement that the special- 
ized activities of FM stations are 
not contrary to FCC rules. It also 
asks that the commission encour- 
age the continuance and expansion 
of such acts when they are in the 
public interest by establishing rea- 
sonable rules covering them. 


@ Other resolutions urge radio 
manufacturers and automobile 
manufacturers to develop and pro- 
poor FM radios for automobiles 
and to urge manufacturers to in- 
clude FM in television sets. 

One resolution was tabled. This 
would have suggested that the 
FCC, when asked to renew licenses 
of network owned FM stations, in- 
vestigate whether those stations 
fulfill their obligation to the public 
when operating only parttime. The 
| proposal was killed when the 
| group decided this would be bad 
public relations for broadcasting. 


Posner Joins Fein Agency 

Irwin Posner, formerly of Er- 
j}land Advertising, New York, has 
| been appointed an account execu- 
|} tive of Nathan Fein Advertising, 
New York. 


AMBASSADOR 


Relaxed Comfort, Charming Decor 
“Television and Radio 
‘The World’ Famous — 


Pump Room 


and THE BUTTERY 
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FCC Will Lift Freeze 
in Two Weeks: Walker | 


(Continued from Page 1) 
tantial fortunes by staking your 
laims in this newiy-opened strip 
of the radio spectrum. 

“As an assurance of this,” he 
told the group, “we need only ex- 
amine the figures of the television 
stations now on the air. Last year, 
with only 14,000,000 sets in exist- 
ence and only 108 stations on the 
air, the television industry had an 
income—before federal taxes—of 
more than $43,000,000. 

“The 93 independent stations,” 
he continued, “made 30¢ on the 
dollar.” 


® “The networks obtained a great- 
er proportion of their income from 
infant TV than they did from 30- 
year-old AM. 

“With profits like these,” he 
continued, “is it any wonder that 
the boomers are booming with un- 
paralleled sound and fury for the 
immediate opening and develop- 
ment of this Promised Land?” 

Mr. Walker said that, after the 
freeze is lifted, ‘““‘we will then prob- 
ably allow three months for the 
filing of applications. That would 
bring us up to around the middle 
of July before we start processing. 
By that time, we will probably 
have 1,000 or more applications on 
file 

“Now here is what I am afraid 
of,” he told the NARTB. “I fear 
that much of the public and per- 
haps quite a few folks in the in- 
dustry will expect a land-office 
dispensing of grants beginning on 
that date. 


s “It just cannot happen that way. 


“I want to build a_ backfire 
against that misconception right 
now,” he declared. 


“We do not have the staff to roll 
out these grants. 

“We may as well face it. 

“The commission seems destined 
to be a bottleneck.” 

Mr. Walker explained that the 
FCC expects “that the applications 
will exceed the number of avail- 
able assignments in virtually all of 
the larger cities and many of the 
smaller cities. This means that 
hearings must be held in each of 
those cities. We estimate hearings 
will be necessary for a great many 
of the 1,000 or more applications.” 


® But the commission, he said 
flatly, doesn’t have the staff to 
handle these hearings expeditious- 
ly and, as a result, “television will 
not gallop into its new frontier. It 
will apparently proceed at a snail’s 
pace.” 

Mr. Walker unintentionally ex- 
plained the new, confident, aggres- 
sive attitude displayed by the 
broadcasters during the three-day 
meeting when he described the 
present status of radio, “that cele- 
brated bird-in-the-hand.” 

He said that radio generally was 
located in the larger cities until 
after World War II, when radio 
“went Main Street.” 

“In a few short years,” he re- 
called, “AM stations zoomed from 
1,000 to 2,300. Fifty per cent are 
in towns of less than 25,000; 30% 


are in towns of less than 10,000. 
Back in 1934, less than 5% of the 
towns under 10,000 had a radio 


station of their own.” 


® The significance of this develop- 
ment, he said, is that radio now is 
firmly entrenched locally because 
it is rendering a local service to 
the communities “that they need 
and want.” 

“Economically,” he said, “the 
present, over-all status of radio is 
excellent. And the prospects for 
the future are also encouraging. 

“Last year,” Mr. Walker told 


the NARTB members, “television 
took $240,000,000 out of the ad- 
vertiser’s budget. Despite that 
$240,000,000 being diverted to tele- 
vision, radio still managed to col- 
lect more than $450,000,000. 

“It suffered almost no loss from 
the total of the year before. 

“Preliminary figures for last 
year reported to the commission 
reveal that while the revenues and 
profits of the networks and the 
network owned-and-operated ra- 
dio stations declined somewhat, 
the revenues of more than 2,200 
other radio stations went up. 


# “These figures also show,” he 
continued, “that more radio sta- 
tions operated at a profit last year 
than in 1950. 

“This is striking testimony to 
the health of the American econ- 
omy which could support both 
these mediums. And it is striking 
testimony to the vitality of radio. 

“In cities where television moves 
in,” he admitted, “radio does feel 
the effect of the new competition. 
The answer to that is not surren- 
der—but readjustment. 

“This [readjustment] will in- 
clude more versatile programming, 
greater attention to local needs, and 
more development of the things 
that radio can do better than tele- 
vision or which television cannot 
do. 


BETWEEN NARTB SESSIONS—Not all of the talking took place in meeting rooms 


of the National Assn. 


of Radio and Television Broadcasters last week. 


In the 


corridor discussing NARTB problems were (left to right) R. D. Chipp, director of | 


engineering, 


DuMont Television Network; 
association, and E. M. Johnson, v.p. in charge of station relations and engineering, 
Mutual Broadcasting System. 


Harold E. Fellows, president of the 


the hardiest, never-say-die group 
in the association—agreed that 
FM needs better and more dis- 
tinctive programming, better re- 
ceiver promotion and additional] 
stations if it ever hopes to gain 
acceptance (story on Page 82). 


# One of the most intriguing as- 
pects of the meeting was the sur- 
prisingly large number of success- 
ful AM broadcasters who are now 
building FM stations. Many of 
them are in small towns and some 
are in areas where AM broadcasts 
are affected by metallic deposits. 
But it is interesting that AM sta- 
tion owners—men who have heard 


|of FM’s troubles for five years— 


® “And, in my estimation, it in- 
cludes a more aggressive, more 
daring, more realistic employment 
of FM. We need more industry- 
wide action like the FM campaign 
now being conducted jointly by 
this organization and the Radio- 
Television Manufacturers Assn. 

“The truth is that some of you 
radio broadcasters who have been 
making a poor mouth about your 
future have not yet even begun to 
fight.” 

And Chairman Walker assured 
the radio broadcasters that he con- 
ceives it “to be the duty of the 
commission in the years ahead to 
take every appropriate step to) 
preserve, perpetuate and promote 
radio.” 

The broadcasters themselves, 
however, served notice that they 
planned to do their own preserv- 
ing, perpetuating and promoting) 
of radio. 


® On Monday, the Broadcast Ad- 
vertising Bureau pitched its wares 
to the AM operators and kept up 
the pressure for three days. Re- 
sult: BAB now has a budget of 
more than $563,000 for 1952 and 
may wind up the year with a $750,- 
000 budget. The bureau signed up 
125 new members during the con- 
vention, now boasts more than 572) 
members (story on Page 89). 
Late Monday afternoon, the All-| 
Industry Affiliates Committee, 
composed of operators of AM sta- 
tions affiliated with networks, 
called on the nets to resist further 
rate cuts; pledged themselves to 
hold the line, and put an important 
share of the blame for radio’s de- 
valuation on the various rating 
services. They voted to set up a 
new committee to screen all pro- 
posed rating projects and approve 
only those which seemed statisti-| 
cally sound (story on Page 34). 


@ This same feeling—a tendency 
to blame ratings for the recent 
rate cuts—cropped out again at the 
business meeting in the form of a 
resolution which asked the estab- 
lishment of a universal method of 
accurate circulation measurement. 
The resolution, however, was sent 
back to the board of directors for 
further study. 

The FM broadcasters—probably 


are spending cold cash on FM sta- 
tions. 

Not all of the workshop sessions 
were well attended. For example, 
an excellent discussion of ways 
and means of audience promotion 
Tuesday afternoon attracted only 
about 50 broadcasters, who lis- 
tened to ideas on how stations can 
take individual or collective action 
to increase the size of their audi- 
ences. 

The subject of merchandising— 
a relatively untouched field for 
the radio broadcasters—was dis- 
cussed at a Tuesday workshop ses- 
sion. Four broadcasters who have 
successfully merchandised prod- 
ucts for their clients joined in a 
discussion of when, why and how 
much merchandising should be 
done. 


8 Most of the techniques men- 
tioned by the speakers have long 
been familiar to merchandisers— 
especially newspaper admen. The 
significant aspect of the meeting 
was the fact that broadcasters fi- 
nally are getting around to offer- 
ing advertisers merchandising 
services. For years, while business 
came in relatively easily, the ma- 
jority of broadcasters felt mer- 
chandising efforts were pretty 


much an unnecessary expense. 


Now, when radio rates are 
threatened, radio station operators 
generally are beginning to recog- 


|nize that merchandising, a rate card 


that isn’t undercut by deals, inten- 
sive audience promotion and simi- 
lar “extras” are radio’s principal 
hope of maintaining its value to 
the advertiser. 


® Even though radio broadcasters 
as a group exhibited a new, ag- 
gressive attitude and confidence, 
the main reason why the NARTB 
convention had an alltime record 
registration was the prospect that 
the TV freeze would be lifted 

A session on television manage- 
ment and station operation 
Wednesday morning attracted a 
huge, intent crowd of telecasters 
and would-be telecasters. Speakers 
discussed employe and operating 
problems, costs, the need for ade- 
quate space, and the fact that local 
sponsors and spot business are the 


greatest source of profit. Walter 
Damm of WTMJ-TV, Milwaukee, | 
for example, said that of the sta-| 
tion’s $2,196,000 income last year 
only 124%2% came from network | 
programming. 

Lee Wailes, v.p. of the Fort al 
dustry Co., Detroit, said that the 
time is coming when telecasters | 
will have to set up a local rate or 
they will price themselves out of 
the local market. There was some 
opposition to this idea, however. 


# One of the most interesting ses- 
sions of the entire meeting fea- 
tured a debate between James M. 
Landis, former dean of the Har-| 
vard Law School, and Louis Wald- | 
man, New York attorney and 
chairman of the state bar asso-| 
ciation’s civil rights committee. 

The attorneys debated the ques- | 
tion: “Should radio and TV broad- | 
casting of congressional hearings | 
and judicial proceedings be per- 
mitted?” 

Mr. Landis argued that all pub- 
lic hearings should be opened to 
radio and TV since such coverage 
only extends press coverage which | 
already exists; it eliminates inter- 
pretive reporting; it would help 
protect the innocent; it tends to 
elicit the truth, and could be an| 
important factor in eliminating | 
the “maladministration of justice.” 

“I know how committees work— 
from personal experience,” he told | 
the group. The investigator finds | 
out the morning and evening pa-| 
pers’ deadlines and releases his 
sensational evidence in time to 
catch the early editions, he said. 


| 


8 “Committees pander too much to 
the press...The press has liberty, 
yes—but it’s not too respectable,” 
he said. “Remember, you can’t 
fake headlines on television.” 

Mr. Landis also commented that 
“if I had Joe McCarthy after me, 
I'd like to be televised rather than 
be placed at the mercy of the 
press.” 

Mr. Waldman, speaking for the 
negative, said that television is an 
invasion of civil rights, As a result, 
he said, the American Bar Assn. 
has strongly urged legislation ban- 
ning telecasts of witnesses who 
are forced to testify under com- 
pulsion 

Legislation restricting broadcasts 
or telecasts of courtroom and com- 
mittee hearings already has been 
passed in New York, California, 
Wisconsin and Georgia. Mr. Wald- | 
man said that “we are face to face | 
with a crisis involving civil rights,” 
and that the organized American 
bar proposed to urge action. He 
said that “mike fright and stage 
fright are very real things,” and 
that it was unfair to take advan-, 
tage of involuntary witnesses under 
circumstances that would promote 
stage fright. 

There was virtually no discus- 
sion of the new TV code at the 
meeting. 
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Case Co. Launches 
Drive for Its New 
Eagle Hitch Lift 


Racine, April 1—J. I. Case Co. 
claims its Eagle hitch lift—with 
which its two-plow, three-plow 
and four-pleow tractors will be 
equipped henceforth—will revolu- 
tionize farming. It is promoting 
this claim in farm publications 
during April and May. 

The Eagle hitch lift is a mechan- 
ically operated hydraulic coupling 
and lifting device which permits 
the farmer to hook on or uncouple 
farming equipment in a matter of 
minutes. Previously farmers had to 
get off their tractors to do this. 
Now it is simply a matter of back- 
the plow, 
mower, etc., and operating a lever. 


8 A further advantage is that the 


equipment can be lifted clear of 
the ground for transportation to 
and from the fields. Until now, 
most equipment, especially those 
with blades, like a plow, had to 
be loaded on a truck or sled-device 
to be moved over a highway. 
Another new addition to Case 
tractors is the live power take-off, 
which permits the farmer to oper- 
ate equipment—like a thresher-— 
independent of the tractor motor. 
During April, two-color page ads 
promoting the Eagle hitch and live 
power take-off will appear in the 
following publications: Americas 
Agriculturist, Colorado Rancher & 


Farmer, Dakota Fermer, The 
Farmer, Farmer-Stockman, Ite 
diana Farmer's Guide, Kansag 
Farmer, Michigan Farmer, Mise 


souri Ruralist, Nebraska Farmef, 
Ohio Farmer, Pennsylvania Farme 
Farmer, Wallace# 
Farmer, Western Farm Life and 
Wisconsin Agriculturist. : 


® Black-and-white versions of the 
ad will appear in Arizona Farmer, 
California Farmer, Montana Farme 


er-Stockman, and the Pacifié 
Northwest Farm Quad (Idah@ 
Farmer, Oregon Farmer, Utah 


Farmer, Washington Farmer). 
In May, a similar ad will appea® 
nationally in Capper’s Farme 
Country Gentleman, Farm Journa 
Farm & Ranch with Southern Agrie 
culturist, Farm Management, Farm 
Quarterly, Good Farming Quare 


terly, National Grange Monthl 

Progressive Farmer and P steamer 

Farming. : 
Dealers will receive mats for 


local newspaper ads and radio an- 
nouncements. 
Western Advertising, Racine, is 


| the Case agency. 


NBC Atftiliates Form New 
Group: Damm Elected Head 
Video affiliates of the National 
Broadcasting Co. organized a new 
association as the National Assn. 
of Radio and Television Broad- 


casters convention got under way. 


in Chicago. 

The new group—independent of 
the network’s station planning and 
advisory committee—is headed by 
Walter Damm of WTMJ-TV. The 
new committee, composed of some 
35 stations, frequently has pro- 
tested informally over network de- 
cisions. It currently seeks a boost 
in compensation for network 
shows; more network control over 
hitch-hikes and cow-catcher com- 
mercials, and improved daytime 
programming. 


Albert Frank Promotes Two 


Frank W. Hall and John T 
Haneman Jr. have been elected 
v.p.s of Albert Frank-Guenther 


Law, New York. Mr. Hall has been 
with the agency since January, 
1946, and Mr. Haneman started a 
year later. 


Topics Appoints Beardsley 
Charles S. Beardsley, board 
chairman of Miles Laboratories, 
Elkhart, Ind., has been appointed 
a member of the board of Topics 
Publishing Co., New York. 
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17,500,000 Will 
See Conventions 
Via TV Coverage 


(Continued from Page 3) 
ystem as well as TV) nother 
fee for total pool cost (The fee 
is not vet settled, but the total cost 
i estimated at about $150,000) 
and the cost for picking up’ the 
pool signal from the AT&T board 
in Chicago. Mr. Mickelson said he 
was unaware of what this latter 
would be on the West Coast, but 
said it will amount to about $1,600 
per hour in New York 
® The question of how the tele- 
casts will be carried to the differ- 
ent stations still is unsettled, he 
said. In some places, there are still 
some ticklish situations. There i 


EXTRA 
Photos in advertising ovt-puli 
line or wosh drawings by 
cimost 50% Adv. Research 
Fdn. survey proves. Write 
for Proofbook |1-A of copy 
stimulating photos ovailiable 
SINGLY or money-soving sub- 
ecription pion 
EYE*CATCHERS, Inc. 

207 E. 37m $r., MY. Gry V6 


INFORMAL CONFAB—Chotting informally 
the National Assn 


vention are (left to right): Arthur S. Pard 


Colwell & Bayles, New York; J. W. Brett, 
only one coaxial channel running 
from Tulsa to San Francisco, for 
example, and only two from Chi- 
cago to Tulsa. The single channel 
from brag to San Francisco will 
definitely be a pool signal, he as- 


erted 

William McAndrew (NBC-NBC- 
TV). chairman of the Radio Poo! 
Committee, told NARTB members 
that radio practices would follow 
those established in the last 15 or 
20 years at conventions. This will 
include the setting up of a mike 
for each delegation. Estimated cost 
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neta, ~ 9 es a, Te SOO 


of Medical Men 


: country practitioners 
or city specialists 


THE MEDICAL JOURNALS 


THAT 
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Tell your sales story to physicians 


in the eagerly-read, every-member 


STATE MEDICAL JOURNALS 


ALABAMA, Soumnat of Med. Assn. of 
icin 


S$, Med ‘Soc ty, Journal of 
CONNECTICUT State med Journal 
DELAWARE Med. Journe 
DISTRICT OF COLUMBIA, Med. Annals of 
FLORIDA, Med. Assn. Journal of 
GEORGIA, Journal of Med. Assn. of 


MARYLAND Med. Jo 
MICHIGAN State Med Soe Journal of 
MINNESOTA Medicine 


NEBRASKA State Med jo 
—— NGLAND Journal of 


ass, New Hamp.) 
naw LL Ae Journal of Med. Soc. of 
NEW ORLEANS Med. and Surgical Journe: 
NORTH CAROLINA Med. Journal 


Wrye.. New Mex., M 
SOUTH CAROLINA Med "Asen., Journal of 
SOUTH Saker’ sournes of Me. 
0 e 


TENNES Assn, Journal of 
TEXA Lee porast of Med 
yer. A Med. Mon 


! 
esr VIRGINIA med. some 
WISCONSIN Med. Journal 


34 Stote Medico! Jo 
covering 39 states. One con 
tract, one invoice for al 
Cut the compoign to wit 
your cloth Use ow 
Space Budgets 


READY NOW! 


mals 


of Radio and Television Broadcasters con- 


before a session of 
Batten, Barton, 


of Sullivan, Stouffer, 


Kotz Agency, New Abilene, Tex 
for the procedure, he said, is $30,- 
000. 

He pointed out that there are 


about 27,000,000 homes with radio 
and no television 


® Kenneth Fry, 
director for the 
tional Committee, and Edward T 
Ingle, radio-television director for 
the Republican National Commit- 
tee, told the radio and TV men 
that while major coverage em- 
phasis for the conventions was on 
television, the parties did not in- 
tend to lose sight of radio 

Mr. Ingle told the group that 
the radio and television facilities 
in Chicago will far exceed those 
set up in Philadelphia. Studios 
will be set up at the amphitheater 
and the Conrad Hilton Hotel. He 


radio-television 
Democratic Na- 


said about 8,000 rooms in Chicago 
are reserved for the radio, tele- 
vision and newsmen who will 


cover the convention, adding that 
deadline for applications for cre- 
dentials is April 14 


® In a question and answer period 
following the talks, Mr. Mickelson 
said that commercial! time will be 
| limited to a maximum of 90-second 
breaks. Another restriction on use 
of commercials allows such breaks 
to come in the proceedings only at 
times when no important event is 
taking place. Another point 
brought out was that construction 
of studios at the amphitheater will 
cost the networks about $10 a foot 

Ralph W. Hardy, director of 
government relations for the 
NARTB, discussed the question of 
libel in connection with the politi- 
cal speeches. He told the broad- 
casters that a station is not author- 
ized to alter or any part of 
a candidate’s speech, even if the 
speech seems to be libelous. He ex- 
plained that some _ broadcasters, 
because of strict libel laws in their 
state, had declared they would 
avoid all political programs under 


delete 


such conditions. However, he 
pointed out, such an action might 
jlead the FCC to investigate 


whether this was not ag 
lic interest. 


ainst pub- 


s Furthermore, in a recent de- 
cision, the commission declared 
that no station, following section 
315 of the FCC Act, need fear 
suit. Mr. Hardy urged the broad- 
casters to support a bill now com- 
ing up in Congress, H.R.7062, 
which was aimed at protecting the 
broadcaster 


The new bill, which will 
strengthen section 315 if passed, 
does two things: (1) It broadens 


the interpretation of section 315 
to include the person speaking for 
the candidate for office. Currently, 
only in speeches made by the can- 
didate himself is the broadcaster 
exempt from suit. (2) It will keep 
the broadcaster free from libelous 
action by state or court for any 
material in a political speech “ex- 
cept where the broadcaster will- 
fully, knowingly and with intent 
to defame, participates in the pro- 
gram.” 


® The present line-up for sponsor- 
ship of the convention broadcasts 


York; Frank Silvernail 


New York; Harold E. Mott 
Washington: A. C. Etter of KWKC 


, and Jack C. Pink of KOWD, San Antonio 


follows: Westinghouse will 
sponsor all of the time for both 
conventions over Columbia Broad- 
casting System, both on radio and 
television; Admiral Corp. will do 
the same over American Broad- 
casting Co., and Philco Corp. over 
National Broadcasting Co.'s net- 
works 


iS as 


Nu Tone Inc. Promotes 
Venezia to Ad Manager 


Nu Tone Inc., 
er of door 
devices 


Cincinnati, mak- 
chimes, electric signal 
and ventilating fans, has 
promoted Paul 
M. Venezia to ad- 
vertising mana- 


ger 
Previously, Mr 
Venezia was ad- 


vertising produc- 
tion manager 
Prior to joining 
Nu Tone, he was 
advertising pro- 
duction manager 
for Longines- 
Wittnauer Watch 
Co., New York. 
In his new post he will coordinate 
the advertising activities of the 
company’s three regional offices 
in New York, Chicago and Los An- 
geles. 


oi 


Poul M. Venezia 


R&R Elects Bell V. P. 

Stephen P. Bell has been elected 
a v.p. by Ruthrauff & Ryan, New 
York. Mr. Bell began his adver- 
tising career with the agency in 
1934. 


Holmgren Starts Agency 

E. T. Holmgren, formerly gen- 
eral manager of Melamed-Hobbs, 
St. Paul, has opened his own agen- 
cy in St. Paul in the First Nation- 
al Bank Bldg. 


radio and TV time buying manager of | 
Durstine & Osborn 
of Welch, Mott & Morgon, 
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Products Spray 


More Than Surf 
at Atlantic City 


(Continued from Page 3) 
there’s Charg-a-can. a spray made 
by Eston Chemicals. Los Angeles. 
If it’s waterproof clothes you want, 
there’s a spray called Dri—the 
“raincoat in a can.” made by 
Spickelmier Products, Indianapolis. 

At least half a dozen big com- 
panies are now backing sprays 
known as touch-up tools. Say you 
get a nick in the enamel of your 
Youngstown kitchen. Sprayon 
Products, Cleveland, has a white 
lacquer guaranteed to spray on 
like the original factory finish. 

Currently, there are touch-up 
tools for Marchant and Monroe 
calculators, Hotpoint appliances, 
International Harvester and Frigi- 
daire refrigerators, and many more 
Detroit auto makers are said to be 
experimenting with the idea. So 
perhaps you will soon find fender 
ind body sprays in the glove com- 
partment of that new car 


8 Attesting to the 
spray containers 1s 
makers of synthetic snow for 
Christmas decorations expect to 
sell no less than 15,000,000 snow 
sprays this coming holiday. Last 
Christmas—their first—the snow 
spray people managed to sell a 
mere 2,000,000 containers. The 
gadget has caught on so well that 
you'll be able to buy spray snow in 
practically any color you like this 
Christmas. 

One more bit of spray news: 
Colgate-Palmolive-Peet Co. yester- 
day introduced Veto in a new plas- 
tic spray container. And just re- 
cently Colgate started market tests 
(in Baltimore and Chicago) of its 
tin spray Rapid Shave. 


popularity of 
the fact that 


Lauber Joins Mackay Co. 


Charles Lauber, formerly in the 
advertising department of Weis- 
field & Goldberg, Seattle, has been 
appointed a copywriter for Wal- 
lace Mackay Co., Seattle. 


Winslow Boosted to Sales V. P. 


Carlton H. Winslow, assistant 
general manager of Cuno Enzi- 
neering Co., Meriden, Conn., has 
| been elected v.p. in charge of sales. 


mats in a hurry, 


NEWSPAPER MATS IN A HURRY FROM CONGRESS 


You'll get good mats and fast, accurate service from CONGRESS 
because CONGRESS does all its own work. An exclusive CON- 
GRESS process for direct pressure mat moulding produces mats 
with clear-cut depth and sharpness for high fidelity reproduction. 
CONGRESS has a complete numbering and filing system for instant 
reference to any mat. CONGRESS insures your original against fire 
loss. An accurate shipping and mailing service gets your mats to the 
right place at the right time, here or in foreign countries—saves you 
the trouble of meeting closing dates. Next time you need really good 
try CONGRESS ELECTROTYPE COMPANY, 1326 East 
Congress, Detroit or 919 N. Michigan, Chicago. 
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Merchandising Men 
Form Round Table 


New York, April 1—Merchan- 
lising executives of ten New York 
agencies have formed a men’s club 
to be known as the Merchandising 
Round Table. 

The club’s constitution outlines 
the purpose of the new organiza- 
tion as follows: “To promote by} 
close personal contact an exchange | 
of ideas and experiences thereby 
endeavoring to solve merchandis- 
ing problems to the end that by 
greater efficiency members of the 
organization can better serve their 
profession.” 

Membership will be limited in| 
number. It will include merchan- 
dising executives from advertising 
agencies only. Regular meetings 
will be held on the third Monday 
of each month. The annual meet- 
ing will take place in March. 


® Newly elected officers are Ronald 
W. Welch, merchandising director 
of Mc Cann- 
Erickson, presi- 
dent; Edward B. 
Weiss, merchan- 
dising director of 
Grey Advertising 
Agency, and 
Thomas R. San- 
tacroce, v.p. of 
merchandising, 
Biow Co., v.p.s; 
and William E. 
Holden, v.p. and 
merchandising 
director, Doherty, Clifford & Shen- 
field, secretary. 

In addition to the officers, chart- 
er members of the club include: 
James C. Cumming, Anderson & 
Cairns; John A. Hise, Compton 
Advertising; William J. Jost, Owen 
& Chappell; Daniel J. O'Meara, 
Sullivan, Stauffer, Colwell & 
Bayles; Lyle J. Purcell, Batten, 
Barton, Durstine & Osborn; and 
Fred M. Schwemmer, Ruthrauff 
& Ryan. 


FTC’s Mason Asks 
Court to Dismiss 
Tire Makers’ Suits 


WASHINGTON, April 2—Federal 
Trade Commissioner Lowell Ma- 
son asked the federal court here 
today to dismiss suits which 15 
tire manufacturers have filed. 

The suits are an outgrowth of 
FTC's efforts to limit quantity dis- 
counts in the tire industry to car- 
load lots, ordered for one-time de- 
livery (AA, Jan. 7). 

In asking the court to let him 
sit out the litigation, Commis- 
sioner Mason said he is opposed to 
the quantity discount rule. 

He submitted the text of his dis- | 
sent from the rule, and stressed | 
the final paragraphs: 

“It seems to me that the action 
of the majority upon the facts be- 
fore them was improvident and 
arbitrary. 

“In my opinion the rule is in- 
valid for failure to comply with 
statutory requirements and for ex- 
ceeding the authority delegated to 


Ronald Welch 


the commission by the statute.” 
@ The decision was FTC's first 
attempt to use the quantity dis- 


count provision of the Robinson- 
Patman Act. 

In ordering the carload lot limit, 
FTC said existing discount sche- 
dules enable the largest tire 
dealers to sell tires for less than 
small dealers pay just to buy them. ! 

When the proposed order was 
issued, 15 leading tire firms asked 
the district court to intervene. 

They argued that the commis- 
sion’s rule would endanger the in- 
dustry’s accepted methods of doing 
business. 


8 In filing their complaints, the 
companies proceeded against the 
commission and the _ individual 


commissioners. 

Commissioner Mason answered 
today “you can’t sue a person who 
has no quarrel with you.” 

His attorney, Raoul Berger, said 
the commissioner has no dispute 
with the tire industry in these 
particular cases and has neither 
done nor threatened to do it a 
wrong. 

“The federal courts have no 
jurisdiction over the suits against 
Mason because of the absence of 
a controversy,” Mr. Berger con- 
tended. 

“This principle is old, though 
its application to the case of a dis- 
senting commissioner is unprece- 
dented.” 


Westtield Planters to Expand 
Westfield Planters Cooperative 
Fruit Products, Westfield, N. Y., 
processor and distributor of West- 
field Maid grape juice and tomato 
juice, will purchase and take over 
the plant and facilities of Rood & 
McLean Fruit Products, Westfield, 
N. Y., about July 1. Kastor, Farrell, 
Chesley & Clifford, Westfield 


Network Gross Time Charges 


Source: Publishers Information Bureau 
NETWORK RADIO 


February February dan.-Feb. 


1 2 
American Broadcasting Co. $ 3.177.970 $ 2,702,721 $ 6,479,449 
Columbia Broadcasting System 4.788.561 6.097,737 952.8 
Mutual Broadcasting System 1.600, 399 1,426,705 3.278,808 
National Broadcasting Co 3,994,018 4.731.626 8,351,371 


WD ccc esndcnnn $13,560,948 $14,958,789 $28,062,498 


NETWORK TELEVISION 


American Broadcasting Co $ 2.120.911 $ 1.254.851 $ 4,141,372 
Columbia Broadcasting System 5 ey raf 2.600, 339 10,177.686 
DuMont Television Network 406.079 1.465.692 
National Broadcasting Co. 6, a3 349 3.949, 360 14,072,856 

WP ace cccenssex $14,786,047 $ 8,210,629 $29,857.606 


NETWORK RADIO TOTALS BY MONTHS 
MB tora. Year after year more NATIONAL 


ABC CBS S NBC 
demeery of ta os $ $164,309 $ 1.678.409 $ 4.357.383 353 $04.90) Sas° ADVERTISERS are adding more 
— - , »600, lineage to their schedules in THE 
6.479,44 
Total a 9 $ 9.952.870 $ 3.278.808 $ 8,351, ou $28,062,498 BAYONNE TIMES . . They have 
NETWORK TELEVISION TOTALS BY MONTHS found that ... . 


“BAYONNE CANNOT BE SOLD 


ABC ces MBS NBC ToT 4 aad 
oa ------+B BOR046I* § 5074643" $ 717148 © § 7.259.307" $15,071.55 le CRONE THE QUES 
"103, t 6.813, 4.786, a7 
4,141,372 $10,177,686 $ 1,465,692 $14,072.856 $29,857 HE BAYONNE TIMES 


onernond “as of March 31, BAYONNE, NEW JERSEY 


NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 


Planters agency, is now working on | advertising campaign for West- 
plans for an extensive newspaper. field Maid brands. 


ee ees 


“Have you considered using Kimberly-Clark coated papers ?” 


“rm. AEG. 0.9. PAT. OFF. 


Kimberly-Clark Enamels and Coated Printing Papers add 
crisp freshness and sparkling new eye-appeal to reports, adver- 
tising pieces, brochures and house organs—often at remarkable 
savings in cost. Today —ask your buyer or printer to see new 
Hifect® Enamel. Trufect’, Lithofect* Offset Enamel and 
Multifect*— and compare them with the paper he is now using. 


KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 
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Zenith Signs News Show 

The Zenith hearing aid division 
of Zenith Radio Corp., Chicago, 
will sponsor “Monday Morning 
Headlines” over American Broad- 
casting Co.’s radio network, coast 
to coast, starting Sunday, April 20 
Zenith will sponsor the final ten 
minutes of the 15-minute show 
Seeman Bros., for Air Wick, car- 
ries the first five minutes. The 
show airs Sundays, from 6:15 p.m., 
EST 


jon 


in the Toronto market 
WHEN 


ONE NEWSPAPER 
TORONTO DAILY STAR 


PUTS IT RIGHT 
IN YOUR LAP | 


421,121 


COPIES DAILY 


A B.C. Publisher s Statement, Sept. 30, 1951 


The strongest single 
Newspaper Advertising 
Force in Ontario's 
$3,500,000,000 
market 


TORONTO 
DAILY 
STAR 


80 KING STREET W., TORONTO 
UNIVERSITY TOWER BLDG., MONTREAL 
IN U.S.A.—WARD-GRIFFITH INC. 


| mote 


Four A's Discusses Clients, Public, 
Government and Self at Annual Meet 


(Continued from Page 1) 
overruled 
3. Under no circumstances 
should the agency acquiesce to a 
client decision which would re- 


quire the agency to depart from its 


own ethical standards. 


@ 4. While the agency retains pri-| 


mary responsibility for creating 
ideas, it should be able to welcome 


and evaluate those originating with | 


the client. 
5. It should be able to provide a 
sound, detailed and thorough mar- 


keting plan which traces the his-| 


tory and future of the product for 


the client. 


6. The client must be willing to 


| take his agency into his confidence 


and make full disclosure of the 
pertinent facts of the business if 


| he is to have a fulltime marketing 
| partner. 
stressed that the stable re-/| 


He 
lationship could only thrive if both 
partners were deeply and perma- 
nently committed to free enter- 
prise as a way of life. 


® But a day earlier, a contrasting 
view came from C. L. Whittier, v.p. 
of Young & Rubicam. 
Noting the lack of creative men 

the program, Mr. Whittier 
charged that the agency business 
is being lured away from its basic 
purpose: creating resultful adver- 
tising, and selling goods to con- 
sumers. He summed it up like this: 

“1. The advertising agency busi- 
ness is not a business of multiple 
separate services 

“2. It is primarily a business that 
offers a single and vitally im- 


| portant skill to its clients. 


“3. That skill is to provide im- 
pact against consumers through... 
effective sales strategies. . .‘trans- 
lated’ into provocative and per- 
suasive advertisements. 

“4. Our active and skillful par- 
ticipation in marketing, or re- 
search, or theatrical production or 
any other supplementary activity 
is for the purpose either to 
strengthen the consumer impact of 
our advertising or to help correct 


| conditions that can weaken it. 


“5. If we are to develop our 
greatest skill...we must never de- 
it to a lower level of im- 


| 
| 


|@ Admen, says Mr. Kleppner, have 


portance by over-emphasizing any 
supplementary service we offer. 

“Just as long as the impact we 
put against consumers is effective 
...Just so long are we in business. 
And not one minute longer.” 


® Otto Kleppner, head of Kleppner 
Co., gave a new explanation of 
how advertising works, as a de-!| 
fense against criticism. 

For Mr. Kleppner’s purposes, 
advertising’s function is “to help 
create and distribute the better 
values which men offer in com- 
petition for the buyer’s selection.” | 
Basically, 
attacks to national advertising, | 
have failed to recognize continuing 
improvements in products, or that 
consumers want those improve- 
ments, and have completely failed | 
to see that advertising featuring | 
something old that is good is as 
important to a prospective buyer 
as announcing something new or 
improved. 

Finally, they fail 
business deals with 
merely with price. 


that 
not 


to see 
value, 


erred in accepting the economists’ 
limited statement of advertising 
functions, and have failed to see 
that national ads of products in 
the competitive stage are the prin- 
cipal targets, and overlooked the 
fact that no data exists to justify 
any sweeping statement that ad- 
vertising either increases or de- 
creases prices. 

Mr. Kleppner’s presentation rests 
heavily on value, the need for 
explaining it to the consumer, and 
the importance of enhancing the 
appeal of a product 


Mr. Kleppner argued, | | 
economists have confined their | a 


® Indicating the concern of ad-| 
men with explaining themselves | 
to business was the statement of | 
executive | don 


John P. Cunningham, 
v.p. of Cunningham & Walsh and 
new chairman of the Four A’s (see 
Page 72). 

“Too many men in control of 
huge American corporations do 
not fully understand the power 
and force of advertising,” he said, 
and “one of the assignments that 
all advertising men might well 


The finest in engraving 
facilities and craftsmanship 


developed through 59 years of 
service to the advertising 
profession. | 


> | 
Engraving and Electrotyping } 

| 
better service for you. | 


under one roof means faster — 
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Four Color Process 
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undertake for themselves for the 
next few years is trying to bridge 
that gap.” 

Specifically, Mr. Cunningham 
thinks that boards of directors, 
largely composed of men drawn 
from fields removed from selling, 
have no background in advertis- 
ing. ° 
“Most of these men may be pil- 
lars of the national community,” 
he quipped, “but these pillars do 
not rest on a foundation that in- 
cludes much knowledge of adver- 
tising.” 

He pointed out that corporations 
which don’t sell directly to the 
consumer are largely non-believ- 
ers in advertising. Yet, he added, 
the few great chemical companies | 
which have used advertising con-| 
tinuously have improved their 
competitive positions tremendous- | 
y. 

“You cannot escape the con- | 
clusion that their advertising pro- | 
grams have paid and paid well,”’| 
he said. 


@ The problem of TV costs got a 
thorough casing from J. Hugh E. 
Davis, v.p. of Foote, Cone & 
Belding, who warned the agency | 
men that “it is vitally important | 
that we worry about the increased | 
cost of television.” But Mr. Davis | 
doesn’t think that TV costs will 
go too high, because he figures that | 
the buyers will prevent it. 

He looks for the cost-per-thou- 
sand to come down, both for fa- 
cilities and for talent. He thinks | 
that the total price will be very 
steep, and that TV will be re- 
served for the “leaders.” But he 
had a calm and simple summary 
of TV: “If it gets us the increased 
sales that we need to justify its 
great cost then we will pay the 
price and use it. If it does not, the 
answer is simple. We won't use 
a” 


@ Still another view of the thd 
problem came from a panel on} 
TV-radio ratings, where Fred B.| 
Manchee, executive v.p. of Batten, 
Barton, Durstine & Osborn; Lyn-| 
O. Brown, v.p. of Dancer- 
Fitzgerald-Sample; Charles A. 
Pooler, v.p. of Benton & Bowles, 
and Herbert A. Vitriol, v.p. of 
Grey Advertising, confronted the 
situation from several angles 

Mr. Manchee reported that the) 
new Advertising Research Foun-| 
dation could easily be the vehicle | 
to act'in the ratings rhubarb, and 
reported that a study of agency 
subscribers to ARF showed that 
a study of ratings was first choice 
among 35 ARF projects. 


| 
| 
| 
| 


e Mr. Vitrio! pointed out that! 
while the rating services tend to} 
correlate, there are wide one 
ences in levels of ratings, and until 
these differences are explained, | 
confusion will continue. Mr. Pool- | 
er thought that TV coverage fig- 
ures, as well as program popular- 
ity data, are needed so “we can} 
know more about what we are| 
buying in size of audience.” He! 
reviewed the studies being made} 
by Standard Audit & Measure-| 
ment and A. C. Nielsen Co., and 


| said the overlap of the two studies 


makes it seem desirable that the 
two activities be merged. 

Mr. Brown presented figures to 
show that radio is being short- 
changed by research, mostly 
through failure to measure second 
sets in the home and in autos. 

“There are more car radio sets 
than home TV sets,” he noted, and 
“no radio research service today 
provides us with a real measure- 
ment of the actual amount of ra- 
dio listening.” 


@ Arno H. Johnson, v.p. of J. Wal- 
ter Thompson Co., told the group 
that advertising will need to play 
an important part in the transition 
period between mobilization and 
civilian production. 
“Advertising and 


selling are, 


Advertising Age, April 7, 1952 


needed as never before to build 
markets that can absorb our pro- 
duction and provide employment 
when defense slows down.” 

He warned that there will be 
no backlog of deferred orders sim- 
ilar to that of World War II. “We 
must create new demands,” he 
cautioned the agency men. 

Mr. Johnson still foresees an 
immensely strong civilian econ- 
omy, and figures that in 1957 a 
national economy of $390 billion 
is possible, with $40 billion going 
into defense, $30 billion into other 
government spending, $40 billion 
to private investment and $280 
billion—“a full third higher than 
1951”—going into personal con- 
sumption. 


@ Otherwise, the biggest conven- 
tion in Four A’s history heard a 
report of progress in bringing bet- 
ter caliber people into the agency 
business from Henry M. Stevens 
of J. Walter Thompson Co., got a 
quick recap of the up-and-coming 
Advertising Research Foundation 
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is first on my schedules 


. .. because it has the larg- 
est circulation in the Lique- 
fied Petroleum Gas Industry. 
The highest subscription 
rate, the highest renewal 
percentage, and regularly 
sells more subscriptions 
than any other publication 
in its field.” 


. . and because BP-News has 


> 50°, greater coverage of read- 
ers in Bulk Plants who represent 
85%. of the industry's purchas- 
ing power 


vw 


Better coverage of the fast-grow 
ing L.P. gas industry which tripled 
its sales in the past five years and 
now serves 8,000,000 consumers. 


The Pioneer Publication with 
more than 20 years editorial ex- 
perience 


Publishers of the only library of 
technical books — Headquarters 
for LP-Gas information since 
1931 


Ww 


Seven Readership surveys prove 
BP-News first choice by a 2 to 1 
majority. 


v 


First in display and classified od- 
vertising for 13 years. 


v 


In 1951, 88 exclusive advertis- 
ers used only BP-News Publica- 
tions to sell this market. 


BUTANE PROPANE 
— 


A JENKINS PUBLICATION 


Los Angeles 4, California 


; 86 ES 
_ EE a 
; eevee 
a 
| A- C- H a 
RE- a 
ee 
f - —————————————————— 
2 Ft. * y | — 
: ‘o ) Tt 
i ea Po 
| '{ @-0 ‘encuiliala CET 
a ONS 7| 
“ ° ol aS > ’ ily ay! 
WEE O22 eer 8 | 
, | 
. U8 
: | - ate rus 
m3} 
if | /NX A. a he 
; : rT \) or PPA a ae, >: ee ae 
gw =z —_ 
Se ha =i # ie —— ~_ - a | 
SS | 4 Globe Engraving... | 
ne - aNd : 
= oO | 
se ee ae : er 3 | , 
; ye | > p a 
a ai  } \ P| ‘ 
3 @) aol 
3 > SS ee ame ee om NiBIP | 


| 


idvertising Age, Aprii 7, 1952 
from Chairman B. B. Geyer of 
Geyer, Newell & Ganger, and lis- 
tened to the methods employed 
by a variety of agencies to bring 
employes along more rapidly. 

These included a report on the 
Four A’s booklet on the function 
of the association with agencies 
in advertising by Winthrop Hoyt, 
Charles W. Hoyt Co.; a report on 
personnel training by Charles L. 
Rumrill, of the Rochester agen- 
cy of the same name, and a re- 
port by John M. Willem on the 
success of Leo Burnett Co.’s ideas 
and suggestions contest for em- 
ployes. 


8 The emphasis on ethics, which 
has distinguished Four A’s meet- 
ings in recent years, was voiced 
by Louis R. Brockway, executive 
v.p. of Young & Rubicam and re- 
reviewing 


tiring chairman. After 
advertising’s role 
in communica- 
tions, Mr. Brock- 
way settled down 
to straight talk to 
other agency 
men. 

“For the sake 
of our own busi- 
ness and for the 
general welfare 
of our country,” 
he said, “‘we must 
live up to our 
standards. We must eliminate the 
half-truths, the insincere com- 
paratives, the fraudulent claims 
and misleading assertions. . . 

“Our destiny, in fact the destiny 
of the world, depends on the re- 
generation of standards of ethics 
and morals...every individual 
must take it as a personal respon- 
sibility. 


lovis Brockway 


@ “The Four A's 


Last Minute News Flashes 


‘Life’ Will Carry Nine-Page Toy Ad Nov. 24 


New York, April 4—The largest single advertisement ever to run in 
Life has been scheduled for the Nov. 24 issue by the Toy Manufacturers 
of the U. S. A. Inc. The toy group will run nine pages, one in two 
colors, for its annual Christmas toy promotion. Grey Advertising is 


the agency. 


LeVally Joins MacFarland; Other Late News 

e Norman W. LeVally, formerly head of LeVally Inc., joined the staff 
of MacFarland, Aveyard & Co. April 1. Mr. LeVally, whose $4,500,000 
business was liquidated last year (AA, Feb. 26, '51), will reportedly 


work on promotion for MacFarland. 


e Faye Emerson and her employer of two years’ standing, Pepsi-Cola 
Co., will part company after the “Wonderful Town” telecast of April 
12. For the time being, Pepsi expects to retain the Saturday 9 p.m., EST 
(CBS-TV) time spot for a program still to be selected. Biow Co. is the 


agency. 


e Gilbert J. Supple, formerly with Lennen & Mitchell as a radio-TV 
copywriter, has joined Hilton & Riggio, New York. 


e Smith, Rose & Co., public relations counsel, will open offices at 
270 Park Ave., New York, April 7. Partners are Harold H. Smith, for- 
merly public relations director of Young & Rubicam, and before that 


assistant public relations director 


of American Gas & Electric Co., 


and Allen Rose, formerly research specialist and writer with Hill & 


Knowlton. 


— |e Sigurd S. Larmon, president of Young & Rubicam. New York, has 
%| been appointed national vice-chairman of Citizens for Eisenhower, 
| ie | New York. As such, he will continue to serve on a volunteer basis as 
| director of publicity and public relations. 


| The executive committee of National Industrial Advertisers Assn. 


today approved an official slate of officers to be voted on June 30 at 
NIAA’s annual meeting in Chicago. For president: Gene Wedereit, ad- 
vertising director, Girdler Corp. & Tube Turns Inc., Louisville. For 
secretary-treasurer: George Black, public relations director, Cooper 
Alloy Foundry Co., Hillside, N. J. For two-year terms as v.p.s: J. Whit- 


ford Dolson, Hercules Powder Co. 


, Wilmington; Winston H. McCall- 


um, Douglas Fir Plywood Assn., Tacoma; W. C. Sproull, Burrough’s 
Adding Machine Co., Detroit, and Frank Wright, Cockfield, Brown & 


Co., Montreal. 


e Grey Advertising has been appointed the agency for Emerson Ra- 
dio & Phonograph Corp., New York. Getschal & Richard has handled 
the account on an interim basis since August, 1951. Foote, Cone & 


| Belding was the previous agency. 


Standards of|@ Procter & Gamble has renewed its three Monday through Friday 


Practice are not meant to hang | evening shows on CBS. They are “Beulah,” Lowell Thomas and the 
on your office walls. They are in- Jack Smith-Dinah Shore program. There was no indication what con- 
tended to provide a working code | ¢¢ssion CBS may have made to P&G. (Earlier story in Column 5.) 


of ethics. It is vital that you live 
up to our code for two reasons: 
first, because there is a manifest} 
need for moral and spiritual re- 
generation ...second, because we) 
will bring on ourselves undue re- | 
straint and regulation if we abuse 
the freedom we now enjoy.” 

A much more pointed example 
of the necessity for individual 
ethics came from George Link Jr., 
legal counsel to the association, 
who reported conversations be- 
tween the Four A’s and the Bu- 
reau of Internal Revenue. 

The bureau had expressed con-| 
cern over reports of the growth of 
excessive advertising expenditures 
in an alleged effort to evade ex-| 
cess profits taxes. 


es Mr. Link pointed out that ad- 
vertisers are spending about the 
same percentage of our national 
income under excess profits taxes 
as they spent in non-excess profits 
tax years. 

He also mentioned that he knew 
of no case where advertising ex- 
penditures were disallowed as an 
item of reasonable business ex-| 
pense during either world war, or 
where ad expenditures were dis- 
allowed by the renegotiation board. 

The bureau’s field coordinator 
mentioned a couple of possibili- | 
ties: (1) limiting the advertising 
budget of the individual taxpayer 
to the same percentage of total 
sales as before excess profits taxes 
were imposed; (2) limiting the 
budget to the average advertising 
expense of the advertiser's indus- 
try. 


s Mr. Link pointed out that many 
other factors entered into con- 
sideration—buyer’s or seller’s mar- 
kets, new or old product, competi- 
tion, and distribution methods. 
Still another of the coordinator’s 
suggestions was that institutional 
advertising should be capitalized 
in whole or in part and spread 
over a number of years. But this, 
Mr. Link said, would not recognize 
the loss in good will to an adver- 


Deering, Milliken Ready with Big Campaign 
for New Dacron-Wool Summer Suiting Fabric 


New York, April 4—Deering, 
Milliken & Co. will start a na- 
tional advertising program April 
14 on a new men’s wear fabric 
that may be the largest consumer 
drive ever to run for such a fab- 
ric in one season. 

Color pages promoting the new 


Visa fabric (55% Dacron, 45% 
| wool tropical)—‘“the fabric that 


holds its press even in the rain” 
—are scheduled for Collier's, Look 
and Time. Full-page newspaper 
ads are set for 16 major markets. 

The newspaper phase of the 
campaign will break first in At- 
lanta, Birmingham, Dallas, Hous- 


ton, Memphis and New Orleans, | 


beginning April 14. In May the 
ads will appear in Chicago, New 
York, Philadelphia, Pittsburgh, 
Cleveland, Detroit, Kansas City, 
St. Louis, Cincinnati 
ington. 


® The first magazine ad will run 
in the April 28 Time, and that is- 
sue will also carry a du Pont page 
on the Dacron fiber as well as a 
page announcement by Hart 
Schaffner & Marx on its Viracle 
suit made of Milliken’s Dacron- 


wool. Milliken color pages in 
Collier’s and Look will run in 
May. 


Handling the drive for Milliken 
is Lewin, Williams & Saylor, New 
York. The advertising will tie in 


and Wash- 


with the new MGM movie, “Sing- 
in’ in the Rain,” which stars Gene 
Kelly. Ads will be captioned 
“ ‘Singin’ in the Rain’ about the 
fabulous new fabric that holds its 
press, even in the rain—Milliken’s 
Dacron-wool tropical.” 


@ Suits made with the Milliken 
material, said the agency, may be 
worn day after day without press- 
ing, even in humid weather. The 
fabric is said to be 20% lighter in 
weight than most tropical suit- 
ings and twice as porous. Suit 
prices range from $55 to $69.50. 

MGM’s promotion people, now 
touring cities where the movie will 
be shown during late April and 
May, are equipping theater man- 
agers with tie-in display materials 
that will be available to retailers 
promoting Dacron-wool suits. 

Lewin, Williams & Saylor has 
also arranged for flight-kit adver- 
tising on Capital Airlines. 


@ Meanwhile, Amos Parrish & Co., 
New York, has begun handling ad- 
vertising of the women’s wear di- 
vision and the retail piece goods 


division of Deering, Milliken &| 


Co. The account formerly was 
serviced by Carl Reimers Co. Lew- 
in, Williams & Saylor continues 
to handle the company’s men’s 
wear advertising, and Young & 
Rubicam its Millium fabrics. 


tiser during periods in which he 
could not meet his market. 

The best test of reasonableness, 
the Four A’s counsel told the co- 
ordinator, was hiring the best ad- 
vertising talent, and depending on 
good faith. 


8 He pointed to the record of two 
wars in which no officially re- 
ported case of abuse through ex- 
cessive ad expenditures had oc- 


curred, as evidence of good faith. 
Further, he declared, “it is the 
practice of our own industry to 
spotlight any action which is detri- 
mental to advertising as a whole.” 
He pledged continuing collabo- 
ration with the bureau in prevent- 
ing advertising abuses, but went 
on to say that the Four A’s “asks 
your help and the help of your 
clients. The prevention is in good 
faith and not in legislation.” 


Yeu heres your chance te try the emezing 
Chherepinylt 
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OUT AND IN—For your teeth Whitehall 

Pharmocal Co. suggests two tubes of 

Kolynos chlorophyll toothpaste for 69¢ 

in this 500-line ad running in several 

markets (AA, March 31). Biow Co., New 
York, handles Kolynos. 


Radio and TV Users 
Busy Casting About 
for New Schedules 


New York, April 4—These are 
restless times for radio and televi- 
sion advertisers, who are busily 
revising their program schedules. 

Incoming and outgoing lines 
were teeming at the National 
Broadcasting Co. In TV, emphasis 
was on “Today,” the early morn- 
ing Dave Garroway stanza, which 
picked up two more sponsors— 
Regent cigarets and Mystic Foam 
Corp. This gives the two-hour 
news, weather, music and whatnot 
telecast a total of 10 advertisers, 
all of whom are carrying one or 
more five-minute participations. 

Riggio Tobacco Corp., maker of 
Regent cigarets, has canceled 
“Cameo Theater” (NBC-TV) and 
has bought three five-minute 
weekly segments of the Garroway 
show. This shift followed the ap- 
pointment of Hilton & Riggio to 
replace Brooke, Smith, French & 


(The Riggio in the new agency— 
Louis J. Riggio—is the brother of 
Frank V. Riggio, president of Rig- 
gio Tobacco Corp.) 


s Another network video show 
and a network radio show will be 
added to the Regent lineup within 
a few months. Neither the pro- 
grams nor the networks have been 
selected. Upcoming plans also call 
for local radio and TV shows in 
major markets. 

The other new sponsor for “To- 
day”—Mystic Foam (Carpenter 
Advertising Co., Cleveland)—pur- 
chased a five-minute weekly par- 
ticipation after a one-time test 
on April 2. 

On Monday at 9 p.m. EST, 
NBC-TV presented a 30-minute 
version of “Today” aired by Time, 
one of the show’s regular morning 
sponsors, This one-shot version 
was an ideal way of showcasing 
the offering for potential adver- 
tisers who don’t have time to 
see it in the breakfast rush. 


® Hazel Bishop Inc., which bowed 
out as alternate-week sponsor of 
“Cameo Theater” a couple of 
weeks before Regent dropped the 
show, turned up in a new NBC- 
| TV spot—Wednesdays at 10 p.m., 
EST—with a new drama, “Your 
Prize Story.” Raymond Spector 
| Co, handles this account. 

Starting this week, Pearson 
| Pharmacal Co. (Harry B. Cohen 
| Advertising Co.) will air “Lights 
| Out,” a former Admiral attrac-| 
| tion. Ennds and Eye-Gene will be | 
the featured products. Pearson re- | 
cently acquired “Police Story” as| 
a replacement for “Hollywood 
Opening Night” on CBS-TV. 

Pearson, which presents “My 
Friend Irma” on CBS-AM, has 
other broadcast plans in the off- 
ing. “Inner Sanctum” will be given 
a trial run on the same network 
this summer, and a TV version of 
;the mystery has been optioned. 


Dorrance as agency for Regent.) 
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Conversely, “Police Story” is being 
considered for radio. 

Ennds also will be promoted 
with color copy in Collier's, Life, 
Look and The Saturday Evening 
Post. 

Reason for jubilation at NBC- 
AM was a 15-minute across-the- 
board sale to Procter & Gamble. 
The 9:30 to 10 a.m., EST, strip has 
been earmarked for the soap mak- 
er. Products, agency and programs 
will be decided upon later, with 
September as the expected start- 
ing date 


@ P&G is currently negotiating 
with CBS-AM concerning the fu- 
ture of “Beulah,” the “Lowell 
Thomas Show” and the Jack 
Smith-Dinah Shore song session 
for Tide (AA, Feb. 25). All are 
15-minute, five-a-week early eve- 
ning programs. The advertiser is 
| asking for sizable time concessions 
}on these for next fall; specifically 
|'P&G reportedly has suggested it 
| may be able to continue these pro- 
|grams at daytime rates. So far 
there is no real indication of the 
nature of the bargaining, though 
Columbia is said to have made a 
counter offer. 

Meanwhile, at CBS-TV the ma- 
jor development centered around 
the tightening of the Sunday 
schedule. As of April 20, the net- 
work will discontinue feeding aft- 
ernoon programs to its affiliates 
prior to 5 p.m. EST. The only com- 
mercial show affected by the move 
—‘See It Now,” with Edward R. 
Murrow (Aluminum Co. of Amefi- 
ca)—will be shifted from 3:30 to 
6:30 p.m., EST. Columbia decidéd 
to curtail afternoon programmifig 
because many TV stations plan 
to devote this time to baseball. : 


FRANCIS M. TURNER i 
New York, April Fran 
Mills Turner, 61, v.p. of Reinh 
Publishing Corp., died at Manhag- 
set Medical Center yesterday 
morning. He had been hospitali 
| since Feb. 27, when he suffered 
heart attack. 2 
In 1916 Mr. Turner joined 
Chemical Catalog Co., predeces: 
of Reinhold Publishing. He a 
vanced through various executi 
posts, and was president from 19 
to 1931. He was intrumental 
either the founding or the develo 
ment of Chemical Engineeri 
Catalog, Materials & Methods, Coll 
densed Chemical Dictionary a 
several other Reinhold scienti 
and technical reference works. 


STUART A. MacHARRIE 

New York, April 4—Stuart 
Adams MacHarrie, 45, formerly as- 
sociated with J. P. McKinney & 
Son, newspaper and radio repre- 
sentative, died of heart failure yes~- 
terday. He had been ill since last 
summer. 

Born in Seattle, he was gradu- 
ated from the University of 
Washington and worked on several 
newspapers in the West before 
coming East. He was at one time 
an account executive with Amer- 
ican Broadcasting Co. and about 
two years ago was manager of 
WDOK, Cleveland. 

His brother, Lindsey MacHarrie, 
is radio and TV production man- 
ager of Calkins & Holden, Car- 
lock, McClinton & Smith. 


ROBERT E. POWERS 

| Akron, April 4—Robert E. 
“Jake” Powers, 57, a public rela- 
| tions man for the B. F. Goodrich 
Co. for the past 20 years, and for- 
mer city editor of the Akron Bea- 
con Journal, died last Sunday 
after a long illness. He once con- 
ducted his own advertising and 
public relations organization here. 


West-Marquis Adds Hume Co. 

West-Marquis, San Francisco, 
has been appointed by Hume Co., 
Turlock, Cal., fruit and vegetable 
canner, to handle its advertising. 
A campaign in Bay Area newspa- 
pers begins in April. 
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Quit Kidding and Start Enforcing 
New TV Code, Swezey Warns Four A's 


(Continued from Page 2) 
premises from the unprincipled or 
disorderly conduct of the few mis- 


creants, in the same manner and 
with the same vigilance as any 
member of the profession would 


protest the interests of any social 
or other group activity in which he 
participates. This after all, a 
standard operating procedure 
which can trace its roots back to 
tribal law.” 

Mr. Swezey said the situation 
might be rectified if top executives, 
“the men who should be making 
and enforcing policy *" were not 
“so involved and preoccupied with 
putting out today’s fires that they 
are inclined to delegate matters 
which should have their personal 
attention and to leave decisions to 
others not really qualified to make 
them...Many top agency execu- 
tives leave basic production and 
copy problems to subordinates of 
minor ability and singleness of 
purpose without any proper ap- 
preciation or appropriate standards 
of public reaction 


is, 


@ “Many of us just can't seem to 
no to a big name or big ac- 
count even though we 
vinced in our own minds that what 
they ask us to do does not conform 
to industry standards. Sometimes 
this is just a fear complex, but 


say 


are con- 


$15 BILLION | 
TREASURE HUNT 
NOW UNDER WAY! 


STAKE YOUR CLAIM 
IN THE NEGRO MARKET 


Strike it rich! A littie digging with the right 
tool will pay off big in sales and profite—and 
the right tool to use In the vast Negro market 
ie thelr own Race publications, the newspapers 
and magazines they welcome into their homes 
No one can afford to overlook a market of 15 
million people spending $15 billion @ year on 
every conceivable type of merchandise—espe- 
clally when a large portion of this market can 
be claimed at little effort and cost. Negroes are 
Intensely loya! to their own publications; they'll 
respond to sales messages they see there; so 
be sure your message reaches this $16 billion 
market—and reaches it the best way! For ful) 


details write United 
serving America’s leading 
advertisers for over @ decade 


ONE EXAMPLE: (1, *,:"ucu) st 
the New Courter 


. te and news 

ot moat lete 
weekly cewsnaner Tet you'll eel! the 
Negro! Act now! 


more frequently it is tied up with 
economic considerations. It takes 
a lot of courage to tell a big per- 
former that the show he’s set his 
heart on is out; it takes a lot of 
courage to tell a big advertiser 
that you're not willing to cut your 
rate for him, But if we want to 
keep this industry strong, all of 
us have to learn how to say no, 
and mean no, when our conscience 
tells us that’s the right answer... 

“No advertising standards, no 
radio or television code can be suc- 
cessfully observed unless all of us 
who participate in air program- 
ming—the stations, networks, ad- 
vertisers and their agencies—have 
intelligence and mettle enough to 
set up appropriate standards and 
enforce them...If we fail to do it, 
we may kid the public for awhile, 
but we'll certainly end up by kid- 


ding ourselves.” 
® Copywriters will be off toa fast | 
start if they remember that “tele- 
vision is just another advertising | 
medium,” Robert Foreman, Batten, | 
Barton, Durstine & Osborn v.p.,| 
told the admen attending the tele-| 
vision session. | 

“No matter what anyone says— 
network head, Hollywood film big- | 


wig, show producer or even your) 
own TV staff—television just 
another advertising medium,” he 
said. “If we don’t make it work for 
us and our clients, it’s not worth) 
the film it’s kinescoped on. If we 
don't bring to TV the advertising 
know-how that has been taught us 
by our predecessors and by our 
own hard-earned experience, it! 
won't be advertising. And if that 
happens, we might as well forget 
it. But so long as TV is one of our 
media—along with match covers 
and skywriting and outserts and 
table tents—let’s remember that 
commercially speaking television 
isn't show business. It’s selling. 


Is 


® “And the people in this room 
know a damn sight more about 
selling—more about what makes a 
product attractive—more about 
what makes a person decide to 
purchase—than all of Hollywood 
and Broadway put together.” 

On the negative side Mr. Fore- 
man detailed some of the short- 


AMERICA'S 
FIRST 
ENGRAVER 


DAY-NIGHT 


REVERE PHOTO ENGRAVING CO. 
712 FEDERAL STREET, CHICAGO 5, /LL. WA 2-8816-7-8 


will be accepted 


clearly stated. 


tribution. 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The fifth annual Market Data Section of ADVERTISING AGE 
will appear in the May 12 issue. The idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive in- 
dex of all available market data in all fields. 

Last year, approximately 1,000 separate pieces of market data 
were listed in the section, and readers of ADVERTISING AGE sent 
in requests for nearly 25,000 individual pieces 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion 
in this master list. There is no charge for such listings, but the 
material must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1951, 


2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and 
agencies, preferably without charge. If there is a charge, or 
other conditions are attached to its distribution, this should be 


4. It must be received before April 15, 1952. 

Market data material scheduled for publication before Sept. 
1, 1952, will be listed in a “not yet published” tabulation, pro- 
vided that a 100-word description of each such item reaches 
ADVERTISING AGE before April 15. The description must include 
probable date of publication and any conditions attached to dis- 


Actual copies of all other material to be listed should be ad- 
dressed to the Market Data Editor, ApverTisiInc AcE, 200 E. 
Illinois St., Chicago 11, with any necessary explanatory notes. 


comings of TV copy and the rea-! 
| sons behind them: 


1. “We are still far too concerned 
about technique and too uncon- 
cerned about its advertising con- 
tent. One of the biggest reasons 
for this—and thus for the lessened 
effectiveness of our television 
commercials—is the fact that most 
of us engaged in the preparing of 
TV copy are re-treaded radio writ- 
ers. Those of us who aren't have 
perhaps come out of the wilds of 
Hollywood or from the Skowhegan 
Little Theater Movement.” 


| The BBDO official considers ex- 


radio and space writers to be the 
best candidates for TV copywrit- 
ing careers. It’s easier to teach 
them video than it is to teach “ex- 
choreographers, tap dancers and 
film experts....the advertising 
business,” he said 

2. Another big weakness is “the 
client,” who insists on inserting 


| his “pet phrase” whether it fits the 


picture or not. 

3. The discovery of “opticals” 
by anybody from writer to spon- 
sor. He described opticals as 
“those laboratory-developed cam- 
era tricks that cause one scene to 
dissolve into another. Barn door 
wipe open, barn door wipe closed, 
flip wipe, irises, all those screw- 
ball words that usually mean noth- 
ing more than transition. When 


a writer first discovers these, his| 


commercials often become a series 
of opticals so jarring and so mean- 


ingless that the sense of the mes- 
sage is completely obliterated by 
them.” 


® 4. The fascination of “animation | 
per se” which fills the TV chan-| 
nels with “drawings of this and| 
drawings of that where the product 
and message cries for realism. Day 
after day we can see the whimsical 


approach used for things that 
should be taken seriously,” he 
continued. 


5. Television is the “first adver- 
tising medium which comes close 
.. .to person-to-person selling,” but 
there is a shortage of salesmen 
who can talk about the product 
with conviction. | 

“How many Arthur Godfreys| 
have we discovered?” Mr. Fore- 
man asked. “Or maybe that’s set- 
ting our sights too high. How many | 
announcers are there who | 


leave | 
us with anything but the impres-| 
sion—here's a guy who is just able} 
to memorize his lines and deliver 
them with all the conviction of 
P.S. 83's valedictorian? How many! 
of our announcers have that vacant | 
stare which shows that they are 
reciting from a memorized script} 
or looking at a visualizer from out 
of the corner of their eyes?” 


® Dick Stark, delivering a commer- 
cial for Amm-i-dent, was cited as 
an example of a fine TV salesman. 

A somewhat different attitude 
was evidenced by J. Neil Reagan, 
v.p. of McCann-Erickson, who 
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called the “show. .the thing.” He 
made a big pitch for filmed tele- 
casts and Hollywood as an origina- 
tion point. 

Mr. Reagan cited the shortage 
of coaxial cable and microwave re- 
lay facilities as the first obstacle 
in the future of “live” program- 
ming. Cognizant of this, the major 
networks are acquiring extensive 
facilities for producing films in 
Hollywood, it was said. 

Other factors which he believes 
will tip the scales in favor of 
filmed telecasts: 

1. An advertiser can tailor his 
own show and get better coverage 
by spot buying. He owns the prop- 
erty and can use it for re-runs or 
cooperative sponsorship. Second 
and third runs amortize costs and 
enable a sponsor to present a high 
quality show at a relatively low 
cost. 

2. The fact that filmed shows are 
landing in TV’s top ten discounts 
the oft-reiterated argument that 
film means a loss of spontaneity 
and intimacy. 


s 3. Artists from Hollywood, “the 
world’s greatest talent pool,”’ who 
will be coming into television in 
increasing numbers, will prefer 
film because they are used to it 
and feel they will be at their best 
doing it. 

4. Live shows are handicapped 


| by lack of rehearsal time. “Even a 


Broadway theater performance 
isn’t good enough for the TV 
screen,” he said. “A TV show is, 
in a manner of speaking, one long 
‘lose-up—the distance of the actors 
from the audience in a Broadway 
show not only lends enchantment 
and sccpe to the production, but it 
covers a multitude of sins. Those 
sins exposed could not be weath- 
ered by the television screen. 
“A live television show is, by 
its very nature, a _ continuous 
stream of first takes. Not one first 
take in a dozen is good enough to 
print in the average A picture. 
Even B pictures average three or 
four takes per scene....A live TV 
show is a show that hasn’t been 
polished or re-written or edited 
for pace. In the interest of seli- 
preservation let me make it plain 
that that last statement is with 
reference to the on-the-air per- 
formance. I realize that plenty of 
re-writing and polishing takes 
place prior to the red light.” 


Lowe & Stevens Moves 

Lowe & Stevens, Atlanta agency, 
has moved to 685 W. Peachtree 
St., N. E. 


JUST ASK FOR MARIE: 
Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 


graph. mimeograph, or 
mailing job. ick pick-up and de- 
livery, fast and accurate work, ty 


of experienced personnel, rges 
always in line. THE LETTER SHOP, 
Inc., 431 S. Dearborn St., Chicago 5. 
(Now in our 23rd successful year.) 


THE BIG 


PARADE OF 


APRIL 29 


pf Advertising Age's 
, Sth Aeunual 
MARKET DATA ISSUE \) 


MAY 12, 1952 


MEDIA VALUES! ..... 


\ With markets on the march, this unique issue gives every ad- 
\ vertising medium a major opportunity for effective promotion: 
\ It digests and catalogs all available media-prepared mar- 
\ ket data. produces over 24,000 requests for it, and is 
referred to for months by market and media execu- 
tives. Be sure YOU are represented with a strong 
selling message. 
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Broadcast Ad Bureau Budget Tops $563,000; 
Plans to Sell Hard Against Other Media 


Cuicaco, April 2—The hard- 
riding boys from Broadcast Adver- 
tising Bureau this week set up a 
corral in the grand ballroom of the 
Conrad Hilton Hotel; installed a 
“general store” stocked with pro- 
motion aids; brought in a hillbilly 
band, a whip cracker and an ex- 


NARTB Convention 


pert archer, and stationed a bevy | 


of the cutest cowgals east of Lara- 
mie around the room to lasso new 
members. 

They got ‘em too—more than 125 
new AM station operators now are 
wearing the BAB brand (Total 
membership exceeds 570). And the 
money poured in. This year, BAB 
will operate on a promotion budget 
of more than $563,000—almost half 
of the current budget of the Amer- 
ican Newspaper Publishers Assn.’s 
Bureau of Advertising. 


® The new figure is a spectacular 
increase over the $167,000 budget 
which the BAB’s predecessor, the 
Broadcast Advertising department 
of the National Assn. of Broadcast- 
ers, spent in 1950. 

Radio media promotion has come 
a long way in the past year. When 
the National Assn. of Radio and 
Television Broadcasters pushed the 
fledgling BAB out of the nest last 
year, the bureau had $20,000 in 
borrowed funds and best wishes 
for success. 

At that time, the BAB had only 
31 BAB-only members (the total 
membership of 808 was composed 
chiefly of stations who held a 
combination NARTB-BAB mem- 
bership). And a week before the 
convention, the membership list 
tallied 437 (joint NARTB-BAB 
membership had been eliminated). 


@ Under the leadership of Chair- 
man Edgar Kobak and President 
William Ryan, the BAB worked up 
to a $468,000 budget (before this 
week’s meeting) and a fulltime 
staff of 21. By the end of 1952, 
BAB officials expect that they will 
be operating on a budget of $750,- 
000. 

“Chief” Kobak, decked out in 
elaborate Indian regalia, intro- 
duced top wrangler Charles C. 
Caley of WMBD, Peoria, the new 
BAB board chairman, and the 
roundup was under way. 

“In one year,” Mr. Caley told 
the delegates, “we have done a 
great deal to rectify our omissions 
and our sins of the past 20 years. 
But we've only begun to sell. 


s “I promise you,” he declared, 
“that BAB will 
than ever before to radio sales.” 


contribute more} 


The band picked up the cue and; 


wranglers whooped it up as Bill 
Ryan stepped to the mike, wearing 


a rodeo outfit and ten gallon hat.) 


“A year ago,” Mr. Ryan said 
after the noise died down a bit, 
“we were deeply concerned about 
the future of radio, especially in 
the radio-television markets. 

“But my doctor tells me,” he 
continued, “that the man who 
really wants to live badly enough 
will survive almost any disease. 
He also tells me that a head cold 
or bad case of the sniffles can kill 
the man who doesn’t care about 
living.” 


s There is a big difference in BAB 
today compared with a year ago, 
he asserted, and the difference pri- 
marily is a difference in attitude. 
If radio station operators hope 
to hold the line on rates, “we're 
going to have to make sacrifices,” 
he warned the group. “But if you 
have studied your values and are 
willing to stand by your guns, we 
will make progress.” 
He said that BAB has scheduled 


42 sales clinics from coast to coast 
to show time salesmen the tech- 
niques of really hard competitive 
selling. “We think,” he added, 
“that radio is only suffering from a 
case of the sniffles. We want you 
to cure it by intelligent selling, 
programming to sell, and using 
BAB material to compete with 
other media.” | 


s Although Mr. Ryan had been 
scheduled to outline the list of} 
BAB services for 1952, the an-| 
nouncement was postponed. The} 
list probably will be revealed with- | 
in the next few weeks. 

However, delegates heard about 
BAB’s accomplishments to date | 
with the help of an archer decked | 
out in Indian garb who shot ar-| 
rows into appropriate wall exhib- | 
its, lavish doses of hillbilly music, 
a whip cracker and his assistant, 


WRANGLER BILL RYAN—William B. Ryan, 
president of Broadcast Advertising Bu- 


reau, donned western garb for BAB’s 


membership roundup. 


prancing cowgals and some fast 
talk by two BAB wranglers—Jack 
Hardesty and Kevin Sweeney, who 


originated and worked out the 
roundup idea. 
These achievements include! 


studies in the men’s wear and wo-'! 
men’s wear field; bi-weekly pro- 
motion letters to prospective agen- 
cies and advertisers; sales folders; 
publicity on radio’s growth and 
stability; a monthly business fore- 
cast suggesting special events, and 
96 retail sales aids annually 


BAB BOARD CHAIRMAN—Charles C. 


Caley of WMBD, Peoria (left), took over 


| as Broadcast Advertising Bureay board 


chairman at the NARTB meeting. Out- 
going chairman, Edgar Kobok of WTWA, 
Thomson, Ga., donned a headdress for 
the meeting (he actually is an honorary 
chief of the Pawnee tribe). 


(which eventually will cover all! 
retail businesses) . 


s Also, a report on radio’s size; a 
radio library; reports on agency | 
and advertiser calls made by the 
BAB staff; cooperative advertising 
allowances currently in effect; a 
sales opportunity calendar and 
many other items. 

Following the archery demon-| 
stration, a series of “three-minute | 
men” paraded past the microphone | 
to describe outstanding examples 
of creative selling. There was an 


| operator who takes accounts away 


from the local newspaper by stag- 
ing a sale in the prospect’s store; 
another tailors a_ special show 
around the prospect; another sold 
a railroad on boosting its freight 
service via a “profile” program; 
another devised an unusual quiz 
show which caused a margarine 
advertiser to cut his newspaper 
budget and boost radio expendi- 
tures. 

Throughout the entire series, 
however, the speakers emphasized 
that they had sold against news- 
papers rather than against compet- 
itive radio stations. And BAB of- 
ficials promised their members 
that the arsenal soon would be 
working overtime producing weap- 
ons for selling against competitive 
media. 


Pepsi Names Hal Short & Co. 

Pepsi-Cola Co., New York, has 
named Hal Short & Co., Portland, 
Ore., to handle its regional adver- 
tising, using all media. This is one 
of the first areas in the U. S. 
where the advertising is not placed 
by the national agency. 


Don't buckshot the nation 
with unproved commercials 
. . « test them first where 
reaction is typical . . . on 
WEBNS. 


| buyer, 
|many years was 


|John Whitley Appointed 


Media and Research Head 


Glenn, Jordan, Stoetzel Inc., 
Chicago agency, has appointed 
John C. Whitley director of media 
and research. Be- 
fore joining the 
agency, Mr. Whit- 
ley was presi- 
dent of his own 
advertising spe- 
cialty company. 

He has been 
associated with 
Roche, Williams 
& Cleary, Chica- 
go, as a media 
and for 
John C. Whitley 
a member of the 
advertising department of General 
Mills Inc., Minneapolis. 


Collier Elected a V.P. 

Bennett Advertising, High Point, 
N. C., has elected Forrest L. Col- 
lier Jr., manager of the Charlotte 
branch, a v.p. He will continue as 
Charlotte manager. 
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| Funsten Co. to Olian 
R. E. Funsten Co., St. Louis pro- 
cessor and packer of pecans and 


eastern black walnuts, has ap- 
pointed Olian Advertising, St. 
Louis, to handle its advertising. 


| Trade publications and consumer 
magazines will be used 


ving 
Dd 10 Millien 
Persons, 
including 
D 3 Million 
Form 
Population 
D Blanket coverage retoil lumber, 
building moterial ond coal deolers 
NORTHWEST publicetion covers 
Minnesota, Wisconsin, North ond 
South kote. 


1OWA publicotion covers lowe. 
Z 1013 Fourth Ave. Se., Minneapolis 4, Minn. 
! 


Loaded with sellability, 
these eye-catching, 


permanent 


trademark replicas bring 
instant recognition of your 
brand at the all-important 
point-of-purchase. 
Individually sculptured of 
non-critical, chip-resistant 
Palestic, Plasto Displays 
have infinite detail . . . 
achieve lifelike effects 


impossible 


with printing or die-cuts. 


And... at 


production prices! 


Write 


miniature 


to duplicate 


UNIQUE! 
MAKES YOUR 
TRADEMARK LIVE! 
AMAZINGLY LOW 

PRICED! 
Advertising Agencies 
Inquiries Invited 


low, low mass 


for facts today! 


LAFLIN ST. CHICAGO 7, Itt 


: PLASTO manufacturing Co. 


Columbus, Ohio is a 


America likes it! 


radio advertising. 


CENTRAL OHIO’S ONLY 


test them first in America’s first test area! 


proven testing area where 


smart merchandisers smooth the wrinkles and add 

the polish that makes profits glisten brightly. 
Test your new commercials on WBNS radio for 

a typical reaction, If WBNS listeners like it . . . 


WBNS is a perfect choice because: 
@ More listeners than any other station in Central Ohio 
@ A $1 Billion market here which responds to good 


@ WEBNS listeners are a cross-section of all America. 
They reoct in a measurable manner, 


ASK JOHN BLAIR 


POWER 


WBNS 5,000 
WELD-FM—5 3,000 
COLUMBUS, OHIO 
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McCall’s continues to make the biggest gains in its 
field . . . both in total and newsstand circulation . . . 
according to ABC. In total circulation (full year 
1951 vs. 1950) McCall’s gained 244,665 . . . more than 


OF ANY MAGAZINE 
IN ITS FIELD 
IN 195! 


IN CIRCULATION 


twice that of the other three magazines combined 
(one even showed a loss!) On newsstands McCall’s 
gained 84,279 . . . over five times as much as the only 
other magazine in the group to show an increase! 


TOTAL CIRCULATION 


GAIN—LAST SIX MONTHS 1951 
vs. last six months 1950 


IED & <6 0 oe ns ag) SR ee SP a 284,789 
Good Housekeeping .........-4266 123,944 
NS oa ke cs & Se ee 91,505 
a ea a er eee aa” (loss) 52,116 


GAIN—YEAR 1951 
vs. year 1950 


LS 6) anid Gb a eS oe oo ew a 6 ee 244,665 
ee ee ae ee ee 97,511 
CS ss KS os we ee SS SS Ge 12,064 
0 eee ee ee a ee ee ee (loss) 78,999 


NEWSSTAND CIRCULATION 


GAIN—LAST SIX MONTHS 1951 
vs. last six months 1950 


cs eS we Se Be ee & ee eS 112,404 
Good Housekeeping . . 1... se se eee o « 37,026 
IE Gora a a ee eee aoa ee (loss) 30,730 
I? ce ce. Ge ska is a de en (loss) 165,488 


GAIN—YEAR 1951 


vs. year 1950 
at a ee a o « « S270 
Good Housekeeping ....... +2 es o ee 16,251 
a ee ae ee eee ee (loss) 83,425 
ae ee ee eS ee ae ee ee (loss) 171,116 


IN ADVERTISING LINAGE 


McCall’s was the only magazine in its field to have had 
a linage gain in 1951 . . . according to PIB figures for 
the full year. McCall’s also had the Jargest gain in 
revenue for the same period. 


GAIN IN LINAGE—1951 vs. 1950 


Columns 
ES x, ssid ae de Rk ts a RE Bd es 192 gain 
IN 6a bs 0-6, a ao 24 loss 
a ee ee ee 159 loss 
eo ec ek, dy, SO. ee We a rd 288 loss 


MeCalls # 


ABC CIRCULATION 


OVER 4,150,000 


AND STILL GOING 
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